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Looking for something different? 
Heres Christmas “News” 1n 


PapeRe Mate 4 PENS 


Trademark 


WITH YOUR FIRM’‘S IMPRINT 
FOR YEAR-ROUND REMEMBRANCE! 


~ Exclusive Widco* Ink \\ \ Simplify your Christmas shopping! Send a 
ends stop-and-go writing. ' i Paper-Mate Pen with your imprint to everyone 
.- Siivered Vip cturts \ on the firm’s gift list. A wonderful way 
faster, writes smoother. : \ to say ‘““Merry Christmas.”’ A great 
: year-round reminder of you! 


Paper-Mate Pens are the world’s easiest 
writing pens. Leak-proof, smear-proof. 

They never blot or fade. And each pen you 
send out can have your company imprint, 
emblem, slogan or greeting in the style you 
designate! A splendid way to build good will! 


BIG VOLUME ' : engraved name plate extra 
DISCOUNTS a 


Write today for quantity prices 


on these and additional models. 


Advertising Specialties Division 
PAPER-MATE EASTERN, INC., 752 Broadway, New York 3, N. Y. 
PAPER-MATE COMPANY, 8790 Hays Street, Culver City, California 
PAPER-MATE OF CANADA, 265 Adeloide Street, West, Toronto, Canada 


*T.M.® ©1955 Paper-Mate Co., Inc., Culver City, Calif. 
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How to Get 
More Publicity 


For Your Products 


e@ How to Handle Newsreel, Radio & TV Relations . . . William G. Cox 
of Northrop Aircraft tells how his company has developed an effective 
publicity program for audio and visual media. In this outstanding 
article, Mr. Cox answers seven key questions concerning relations with 
newsreels, radio and television. 


THREE SPECIAL 


e@ Courting the Weeklies . . . The small community newspapers are 
frequently overlooked in the efforts of publicity men—not that weeklies 

FEATURES IN don't get floods of publicity material, however. It takes an understanding 
of the weeklies’ special problems . . . and G. R. Johnston explains how 
such an understanding can bring outstanding results. 


THE OCTOBER AR @ How to Localize a National Publicity Campaign ... Ted Cox, president 


of Ted Cox & Associates, tells how his firm organized a national campaign 
for Hotpoint’s “Living-Conditioned” homes on the basis of 150 local 
publicity programs which broke simultaneously in 150 cities. 


FIRST CLASS 
Please enter immediately my subscription to Permit No. 95 
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Cellugloss Offset Enamel is especially designed 
for offset lithography. It is accepted by 
lithographers throughout the country as an 
outstanding sheet because its white smooth 


Performance 
Records 


give you a sound basis 


surface is highly compatible with the 
offset process. 


Cellugloss Offset Enamel also performs most 
efficiently for letterpress work with semigloss 
and gloss inks. 


Cellugloss can be used in combination jobs 
where both letterpress and offset lithography 
are produced on one sheet. 


Look for a moment at the performance records 
of St. Regis Cellugloss Offset Enamel. Then 
specify this fine paper for your next job. 


CELLUGLOSS <<< 


Results Workability 
Obtained Advantages 


The lustre-finish of Cellugloss made it 


for choosing paper 


Record 


of the use of St. Regis 
80 Ib. Cellugloss 
Offset Enamel 


(Name of printer on request) 


THE JOB: 


Mailing Brochure, 4 color 


Best Cellugloss 
Industry | Perform- 
Standards ance 


possible to deliver these illustrated 
folders WITHOUT VARNISHING 

. a quality job at substantial pro- 
duction saving. Reproduction of fea- 


tured products was excellent. 
QUANTITY: 
4,680,000 copies 
(390,000 sheets) Make- 
ready 
FORMS: time 


4. forms, 
6 Up...2 sides...work and turn, 
on 4-color Harris Offset; 


LSM—42” x 58” 3,220 


For 
33 20 a 4n unusual 
NStration of "Fin 
i 


Paper F 
SHEET SIZE: t For F 


— ‘ine Pring; 7s 

” - ” Colluglose’™ ~ ote of the 
38%, x 52% or Paper demo 
4SK your St. R 


©Presentatiy “ 


DStrator 
CxgIs 


A WIDER RANGE OF GRADES FOR A WIDER RANGE OF JOBS 


Enamel Printing Papers, Coated Printing Papers, Uncoated Printing Papers, Uncoated Book Papers 


PRINTING, PUBLICATION AND st. Regis Printing Papers are 
CONVERTING PAPER DIVISION manufactured by St. Regis 


Paper Company, one of 
America’s largest paper 
ST. REGIS PAPER COMPANY :ecccceor: 
SALES SUBSIDIARY—ST. REGIS SALES CORPORATION 
230 PARK AVENUE, NEW YORK 17, N. Y. 


its own forest preserves to 
modern mills and plants and 
nation-wide distribution 
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A te ty FOR EVERY PURPOSE 


FOR EVERY TASTE 


eee 


Whether or not she does depends 


largely on YOUR STORE WINDOW DISPLAY 


Your problem is twofold in planning store displays: (1) Will they get dealer acceptance and use? 
(2) Will they sell your merchandise? 

Ullman TransPlastix can solve many of your display problems: This new idea has a valu- 
able look and quickly gains dealer goodwill and acceptance. Placed at street level on windows 
they smash home a well illustrated sales message. COLOR ON PLASTIC...process color illus- 
trations on clear plastic are what make TransPlastix successful. You can have any artwork 
[ektachromes, paintings, tempera- or any black and white photographs] reproduced perfectly 
on plastic. Sizes in full color up to 40°x54”. Quantities from 200 pieces to a million. 

The cost is comparatively inexpensive. Instead of planning an old fashioned display with 


expensive mounting and shipping cartons, you can buy a TransPlastix for less money, rolled in a 
tube and delivered with lower mailing cost. Write 


for samples and particulars. We have represen- 


wr Top of page: Designed from an ektachrome 
tation in almost all territories. 


furnished by the Valspar Corp. Printed 4 
process colors on clear plastic. Size: 27”x34”. 
Quantity: 2000 


. the friendly Pepper-Upper’ 
][rans/D lastix 


J BEAUTIFUL COLOR 5 Ga 
V BRAND NEW IDEA a. Wa 
J DYNAMIC SELLING y= { N 


Dr. Pepper display; Designed from an ekta- 
chrome. Printed in 4 color process on clear 
plastic. Size: 18”x26'%2”. Quantity: 5000 


ULLMAN GRAVURE, INC.., 319 McKIBBIN STREET, BROOKLYN 6, NEW YORK « HY 7-3700 


A division of The Uliman Company, inc....Established 1888 


Foremost printers in photogelatin and gravure processes ...also specialists in color displays on paper. 


2 °¢ ar « September 1955 . » » for more details circle 676, page 133 





JUST BETWEEN US 


Agencies More Important in Sales Promotion 


The advertising world was considerably impressed when the Frigi- 
daire Division of General Motors announced recently that its advertising 
agencies, rather than its own advertising department, would hereafter be 
responsible for the design and production of its so-called collateral 


advertising, including direct mail, sales promotion materials, displays, 
etc. 


While agencies theoretically have played a part in this activity 
for many years, it is only comparatively recently that they have become 
primarily responsible for it. Reynolds Metals, for instance, uses one 
agency specifically for the production of all promotional literature, 
direct mail and other merchandising aids, and this is typical of the way 
administrators of large advertising budgets are tending to relieve 
themselves of some of the details of production which normally absorb 
much of the time and effort of their staffs. 


A few years ago J. Walter Thompson took over the direct mail 
activities of Ford Motor Co., this business, like that involving printed 
or broadcast media, being made commissionable, so that the agency was 
able to obtain the same revenue from this activity as any other in which 
it was engaged on behalf of the client. 


All of this doesn't mean that the typical advertising department 
is no longer involved in sales promotion, direct mail, display services, 
etc., but only that at long last the advertising agency is assuming its 
proper place in this phase of advertising, as it has in all other 
promotional operations. 


We think this is a healthy development — and it also suggests 
the importance to suppliers of maintaining a constructive and co-operative 
attitude toward agencies, which for many years have been regarded in a 
somewhat negative way by many of the important producers in this area of 


advertising effort. 
“ 32K... Jt 
ooo ———— 


G. D. Crain Jr. 
Publisher 
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Don’t be . . . Pontiac 
helps hundreds of busy 
executives and production 
men take that important 
first step every year! 

We handle art 

work, photography, 
typography, color process, 
photoengraving, litho 
plate service, and 
electrotyping every 

day and have for the 
past 40 years. 

Something no one 

else can say! Let us 

tell you more about this 
unique service to the 
advertising 

profession. Call or 

write for further 


information. 


ih 
iy da 


PONTIAC 


Cugraving and Clectrotype Co 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA 1-1000 
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We decided to try a little different 
approach this year on AR’s annual 
feature, “The Use of Christmas Gifts 
in Business.” From the start, this 
feature has been one of our most pop- 
ular offerings and our previous sur- 
veys have turned up some informa- 
tion not previously available. 

The “new” approach this year was 
to turn our attention to a single im- 
portant segment of the field — retail- 
ers. We asked our correspondents 
throughout the country to go out and 
talk with retailers in their areas and 
pass along the storekeepers’ reactions 
to business Christmas gifts. You'll 
find the results on page 65. 

Along with our reports came some 
observations which, while they have 
turned up in our previous surveys, 
deserve comment again: 


e Mildred Weiler, our new St. Louis 
correspondent, reported: “A retailer, 
who is remembered at Christmas 
time by half of his suppliers and says 
it doesn’t influence him on purchas- 
ing decisions, reminded me _ that 
salesmen always have an expense 
account and take out their clients to 
dinner and night clubs and spend a 
lot of money on them in that way. 
However, this retailer turns down 
such engagements because he doesn’t 
care to go out, and he believes there 
are a lot of business men who feel 
the same way about letting a sales- 
man buy him a dinner and drinks. 
As a replacement, he thinks the sup- 
plier should remember that retailer 
at Christmas time with something 
special — not the same gift that goes 
to everyone.” 


e The importance of “keeping up 
with the competition” was pointed 
out in the report from Allen Som- 
mers, AR’s active Philadelphia leg- 


BOOK 


man: “One druggist put it this way: 
‘It’s only logical that one almost au- 
tomatically gives an order to the drug 
distributor who favors you with a 
gift come Christmas time, rather than 
to one who doesn’t.’ In his particular 
situation, he said, he can get prac- 
tically all of the material he handles 
from any of about five drug houses. 
Why go to one rather than the other? 
In addition to a number of important 
reasons for deciding among them, 
giving Christmas gifts is a smart 
move and good public relations, he 
feels. He received gifts from two out 
of five suppliers.” 


e Here’s one that is strongly empha- 
sized by several people every year— 
this time it was included in AR Los 
Angeles Correspondent Phil Seitz’ 
report: “Liquor is a good gift, but 
care must be exercised here. One 
store owner quite apparently is a 
teetotaler and spoke resentfully of 
the gift of a case of beer.” 


e And this is probably the biggest 
problem of all—reported by AR’s 
Benn Ollman in Milwaukee: “A fuel 
dealer pointed out that gifts fre- 
quently cause a difficult situation for 
him. Since there are several owners 
of this firm, distribution of individual 
gifts to one of the bosses and omitting 
the others has caused hard feelings. 
In this instance, the dealer added that 
a greater degree of personal study 
of his company’s setup by the sup- 
plier would eliminate this annual 
headache. ‘I'd rather he gave each 
of us a small gift than the one ex- 
pensive item,’ he said.” 


e This comment from AR’s San Di- 
ego area correspondent, H. Jay Bul- 
len, gives added emphasis to the key 
element in successful business 


FRRCREUCEGEECECEEUOEOOCREUCEOREGEEGOCCEOOREORECOUREORORERCEUCROEROSECEREREGEERORROGCEROCCCUCECOROCOCUROEORSCESCCEOCHECGECSCRGORDORCHERSGCSCCREOROGRORORECREORORRERE 


Display typefaces in this issue 


Page 33—Bernhard Modern Bold & Bodoni Bold; 39 


Coronet 


Bold, Tempo Italic G Spartan Heavy; 43—Stymie Extrabold & Italic G Cairo Medium Italic; 50— 


Venus Extrabold Extended G Lining Gothic No. 31; 5 


7—Tempo Heavy, Studio & Spartan Heavy 


Italic; 65—Tempo Bold, hand-lettering & Spartan Heavy Italic; 66—Stymie Extrabold Italic; 79— 


Steel Bold G Spartan Heavy Italic; 87—Spartan Black Italic G 20th Century Extrabold 
93—Tempo Heavy, hand-lettering G&G Spartan Black Italic; 101—Lydian Bold; 


Italic; 
107—Stymie Extra- 


bold G Karnak Black Italic; 115—Flash & Spartan Black Italic; 119—Studio Bold & Spartan Black 


Italic; 123—20th Century Extrabold; 126 


Bodoni 


Bold & Italic 
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“‘For Want of a Postcard | 
a sale was lost’’ 


Like the proverbial nail that was miss- 
ing in the shoe of the General's horse, 
many a sales campaign is doomed to 
failure because it lacks an important 
detail. 


Make sure—in fact, be positive— 
that your next advertising program 
includes a SHORECOLOR postcard. 
Because in a SHORECOLOR card you | 
will find that winning combination of 
meticulous craftsmanship and loving 
pride in graphic arts performance that | 
predestines success. And, like the nail 
in a horse’s shoe, it costs so very, very 
little. 


Full-color cards on Champion 10 pt. 


“i 


Kromekote postcard. Size 3'/2'x5'2": 


6,250 $106 50,000 —$ 445 
12,500 $162 100,000 —$ 695 
25,000 $285 250,000 — $1,675 

Write for Sample Kit of cards which 
have proved successful for many of 
the country’s leading advertisers. 


SHORECOLOR, INC. 


DIV. OF SHOREWOOD PRESS 





Dept. C 304 East 45th St. 
New York 17, N. Y. 
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Christmas gift giving: “A decided 
preference for something ‘unusual’ 
or novel was expressed by those in- 
terviewed. One retailer said, 

when I do get a gift, it’s usually 
some common ordinary thing. I’ve 
got enough money to buy things like 
that myself, if I want them. I'd rather 
have something unusual or new ... 
that I haven’t seen before.’ ”’ 


> Roy Belnap, president of Belnap 
& Thompson, had some interesting 
okservations on the sales incentive 
industry during a national sales con- 
ference in Chicago: 

“There has been a significant shift 
in merchandise preference among 
prize winners. A year ago, incentive 
program winners wanted consumer 
durables. Today, they are ordering 
luxury items—the types of merchan- 
dise they would be reluctant to buy 
themselves, but which they willingly 
put forth extra effort to win. 

“During the years immediately 
following World War II, when hard 
goods were difficult to obtain, there 
was an insistent demand for mer- 
chandise prizes in the appliance cate- 
gory. Now, however, when almost 
all durable merchandise is easily 
available and prices have leveled off, 
the prize winners want gift and nov- 
elty items, expensive hobby mer- 
chandise and other luxury goods. 

“The rapid rise of the ‘do-it-your- 
self’ fad is reflected in the orders of 
incentive program prize winners. It 
seems that everyone from five to 75 
is making a determined effort to find 
a hobby which will enable him to 
relax from the pressure of modern 
living. 

“These shifts in consumer demand 
are important to companies using in- 
centive programs. There is a steadily 
increasing emphasis on items for 
family living. This means that the 
cumulative desire of all members of 
the family spurs potential prize-win- 
ning salesmen to greater effort. This 
is one of the most significant—and 
most frequently overlooked—trends 
in the sales incentive industry in re- 
cent years.” 


> Admen will soon be seeing an un- 
usual film just completed by East- 
man Kodak Co. Described as “the 
happy story of a happy genius,” the 
film, ‘““Bradshaw’s Billions,” tells the 
tale of George Bradshaw, who rose 
from rags to riches with some im- 
probable products just because he 
listened to the advice of an imag- 
inative printer. 

Sounds corny? It is... but thanks 
to the happy talents of George 
O’Hanlon, star of the Warner Broth- 
ers “Joe McDoakes” series, it’s fun 
anyway. 


Mystery Product . . . Spinner Whizerette 
in hand, George Bradshaw bravely faces 
the world. Don’t ask what a Spinner 
Whizerette is . its origins and uses, 
as revealed in the new Eastman Kodak 
movie, ‘’Bradshaw’s 
clouded in mystery. 


‘ 


Billions,’’ are 


>A development that will bear some 
vatching was announced in a full- 
page Life ad in the July 25 Adver- 
tising Age. Says the ad, “Life will 
accept a limited number of black- 
and-white ad pages and spreads with 
a closing date two weeks prior to 
date of issue. Normal closing date 
for such ads is four weeks, and a 
premium of 10° above normal rate 
will be charged to advertisers using 
the shortened closing date.” 

Last-minute and delayed plates 
have long been one of the biggest 
headaches of all publications. It’s 
hard (or, in some cases, impossible) 
to convince a good advertiser that 
you can’t accept his plates after your 
regular closing date. And once you've 
let down the bars, it’s often very 
difficult to convince the advertisers 
or their agencies that you can’t make 
a regular practice of this sort of 
thing. 

But late plates are a costly thing 
for any publication. They mean 
changes in press schedules, color 
splits, page layouts, etc. They also 
require much more than the normal 
amount of man-hours to handle. 

To our way of thinking, Life’s 
idea of a 10°% premium is a very 
realistic step in the right direction. 
While the people at Life tell us that 
it’s not an attempt to solve the late 
plate situation, but rather a matter 
of giving advertisers an opportunity 
to take advantage of production 
progress, it could be a first step in 
helping lick the big headache of 
after-closing plates. 


>New award . The Women’s 
Graphic Arts Club of Los Angeles 
has announced the creation of an 





Winner Peggy Seals receives 
the first annual achieve award for 
' Outstanding accormys r %y a woman 
in the field of grapt rom Muriel 
Morse (left), assiste..t d f the Los 
Angeles Civil Service Lommission, and 
Minna Kalm, program chairman of the 
Women’s Graphic Arts Club of Los Ange- 


les, which instituted the award 


annual achievement award for “out- 
standing accomplishment by a 
woman in the field of graphic arts.” 
First winner is Miss Peggy Seals, 
advertising manager of Mytinger & 
Casselberry Inc. (Long Beach, Cal.), 
“for highly imaginative and effective 
use of graphic art in national ad- 
vertising.” 


> Time was when bank checks were 
about as drab a piece of printed ma- 
terial as could be found. But that 
day is rapidly coming to a close—at 
least in San Diego, where the United 
States National Bank has just issued 

the world’s first six-color checks. 
The colorful checks depict the dis- 
covery of San Diego by Juan Ca- 
brillo in 1542. Predominant colors 
are red, gray, gold, green, mauve and 
blue, with muted tones in writing 
areas to insure readability. The 
unique checks were designed by 
John Wenrich; produced by Todd Co. 
Inc. (Rochester, N. Y.). How about 
your own checks? You couldn’t ask 
for a better read advertising medium! 
44 


Engraving Salesmen Love . . 


- SO you go ahead and start the job— 
if there are any changes we'll let you 
know.” 





Want to harvest 
a bumper crop 


of sales? 


Then be sure to read 
S$. D. WARREN COMPANY's 
message appearing in 
U.S. NEWS & WORLD REPORT 
Tae ee 
THE SATURDAY EVENING POST 
for September 10 


and BUSINESS WEEK 
CTT lil] ae 


gorse 


d Printer Py a ‘Papers 


se a. 


BD 
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At the Fifth An- 
nual Lithographic 
Awards Competi- 
tion, SPONsored by 
Lithographers Na- 
tional Association 
all winning entries 
in the Business Sta- 
tlonery Classificg- 
(10nN Were litho. 
fraphedona Gilber 
Bond Paper, 7 


G ilbert PAPER COMPANY 


Menasha, Wisconsin 


# 
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READERS WRITE 


Direct Mail Isn't “Junk” 


e May I commend you on your “Just 
Between Us” thought about direct 
mail (July AR). 

Naturally, because we are in the 
direct mail end of the advertising 
picture, we believe in it. But, the best 
and most successful campaigns we 
see are those that make good use of 
all media. There is very rarely an 
advertising problem which can be 
satisfactorily solved by one medium. 

This constant condemnation of di- 
rect mail by those who either do not 
know or do not care to know the 
facts is a problem which grieves all 
of us in the direct mail industry. 

I don’t know what they are trying 
to do by lambasting one medium in 
hopes of selling their own, or how 
short-sighted they can be. Obviously, 
the results of this type of thinking 
(if we can call it thinking) will be a 
blot on all media—not just direct 
mail. 

It’s high time an effort was made 
to understand all media, and learn 
to coordinate them rather than work- 
ing against ourselves. 

I honestly believe your article in 
the July AR plus other stories in 
past issues are a step in the right 
direction. 

Dick Krupp 
Krupp’s Advertisers Mailing 
Service, Los Angeles 


Christmas Designs 


e I read with interest the article in 
the July AR titled “Christmas in 
July.” 

On page 31 you show a picture of 
the Paul Jones Christmas package 
(see cut). I was very much surprised 
to see Christmas tree decorations on 
this package. In our dealings with 
similar packaging, we have been 
made to understand by the local of- 
fice of Federal Alcohol Administra- 
tion that Christmas designs on liquor 
packaging are strictly taboo. We were 
told that Federal Law prohibits the 
showing of anything that has a con- 
notation of Christmas on the outside 
of a package containing distilled 
products. 

I have seen various designers get 
around this in one way or another, 
and we have done this ourselves, but 
I have never seen an actual Christ- 
mas design on a liquor package. I 
would be interested to hear an au- 


thoritative comment on this subject. 
By the way, I am enjoying receiv- 

ing your publication every month. 
It does a fine job of reporting new 
techniques, interesting advertising 
projects, and other valuable infor- 
mation. 

HERBERT M. MEYERS 

Director of Graphic Arts, Atlan- 

ta Paper Co., Atlanta 


According to officials at Frankfort 
Distillers, the whole thing is “quite 
simple.” Many years ago, the indus- 
try, through its trade group, polled 
officials of state ABC boards for their 
wishes in what’s permissible. The 
consensus was that decorations can 
be “festive but not Christmasy.” Fes- 
tive includes sprigs of holly, poin- 
settas, etc., and is_ permissible. 
Christmasy—and therefore not per- 
missible—are such things as Santa 
and Christmas trees, which are espe- 
cially appealing to children and 
therefore not to be used. Some states 
made regulations to this effect. Oth- 
ers have not. According to Frankfort, 
Paul Jones has had the blessing of 
the Alcohol & Tobacco Tax Division 
of the Bureau of Internal Revenue on 
the carton shown—a “festive,” not 
“Christmasy” decoration—for the 
past two seasons... . Ed. 


Pass the Scissors 


e Saw July AR. Read article on 
Marilyn. Secretary wonders why I 
asked for pair of scissors. It makes 
a pretty picture. 

CHARLES LIPTON 


Ruder & Finn Associates, New 
York 














































































































Building Good Will 


e ...In the December 1954 AR, I 
read an extremely good article en- 
titled “Building Good Will by Direct 
Mail” by Helen Murray Hall. My 
secretary particularly liked the ad- 
vertising ideas of NBC’s Pacific Divi- 
sion and I heartily agree with her 
that our council members should take 
a look at them. 

May I then have your permission 
to reprint the article and the direct 
mail letters that NBC sent in our 
monthly bulletin? 

Stan.tey L. NowiIckI 

Secretary, Customer Relations 
Council, American Trucking 
Ass’ns. Inc., Washington, D. C. 


Missing Cartoonist 


e I appreciate your generosity, but 
I can’t accept your check for the 
enclosed cartoon (see cut). This one 
bears no name, but it is not my 
handiwork. 

Gorpon M. BarTLETT 
Plainville, Conn. 


AR appreciates cartoonist Bart- 
lett’s honesty — but we’re stumped. 
The “nameless” cartoon, which ap- 
peared in the July AR, somehow got 
misfiled in Gordon Bartlett’s file and 
we have no other record to indicate 
who, among AR’s many cartoonist 
contributors, turned out this “gem.” 
We'll appreciate it if our readers will 
check the specifications of the secre- 
taries in their offices to see if they 
can identify the model and thus help 
us find the cartoonist who has a 
check waiting for his contribution. 


“Would you help me settle a little bet 
the boys in the art department have?” 






















































NR555 * 


a 


produces 
_ MULTIPLE 


t~Dpp» 
a ee 


‘> PHOTOCOPIES 


from 
a Single negative ! 


Now--Remington Rand introduces an amaz- 
ing new chemical, NR555 for producing four 
or more sharp Transcopy photoprints from 
one negative. This important new discove Ty 
offers sensational time and dollar savings 
wherever there is a need for multiple photo- 
copies of the same original. NR555 added to 
standard Transcopy developing solutions 
produces highest quality multiple OR single 
copy prints. 

Laboratory tested and fully pre-tested by 
actual users in the field, the Transcopy mul- 
tiple-copy formula is an exclusive develop- 
ment of Remington Rand. Multiple-copy 
print life and solution tray life meet the same 
high standards established for all Tr: anscopy 
developing chemicals. No special operating 
conditions are required. Multiple-copy neg- 
ative papers available in pre-cut sheet sizes. 

SEE FOR YOURSELF ... the outstanding ad- 
vantages of NR555 multiple-copy process- 
ing. Contact your nearby Remington Rand 
office or mail the coupon today for a FREE, 
eye-opening demonstration. 


Remington. Pland 
DIVISION OF SPERRY RAND CORPORATION 


Room 1984 315 Fourth Avenue, New York 10, N. Y. 


I want a FREE demonstration of the new NR555 
Transcopy multiple-copy process at no obligation. 


Name & Title 
Firm 
Address 
City scant State 


IMPORTANT : Name of Photocopy unit now being used (if any 
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Ak the Admon 
WHO 
OWNS ONE 


“over 800 agencies, advertisers, 
studios do! 


AL 


PUES MCU ed 
make readers sit up and take 
notice... yet balances ad 
budgets doing it! 
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This is the 
FILMOTYPE 


American advertising’s favorite : 
photo composition machine. The 
Filmotype library includes over 
800 styles and sizes of 


Basel Lettering 


DISPLAY TYPE 


any of which you can produce 
with a flick of a finger! 




























j 


Inject the sales-stimulating attraction of 
rich-looking hand lettering into every 
ad, every piece of literature . . . and do 
it for less! Filmotype is amazingly easy 
to operate . . . convenient desk-top size 

almost instantly produces sharp, 
black proofs ready for paste-up! Ask the 
ad man who owns one—Filmotype mul- 
tiplies readership as well as economy! 


Filmotype can be yours 
AT NO INVESTMENT .. . 
if you spend only 
$45 a month for hand lettering 
and display type! 
Get the full details . . . see for yourself 
how it works. Write for a FREE demon- 
stration today! 


FILMOTYPE 


tate ms) 1) ee Loe 


4 W. 40th Street 


New York 18. N_Y 
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The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. . . . Ed. 


Cut Scaler 


e We use a visual cut scaler to pre- 
pare photographs for our engraver. 
Called the “ScaleMaster,” it consists 
of two cardboard “L-shapes” both of 
which are connected by a free- 
swinging plastic diagonal. A clamp 
in the lefthand corner sets diagonal 
at any angle in the 10” square. 

The scaler is in bad shape. Letters 
to the original supplier and subse- 
quent suppliers went unanswered. 
Problem: we want to buy six to ten 
of these visual cut scalers, depend- 
ing upon price and construction. 
We'd like to get them made of some- 
thing more durable. Length of “L” 
from center to outer edge of extrem- 
ity should be 10 to 15”. Do you know 
where we could buy these or who 
could make them to our specifica- 
tions? 

Jim CATALANO 
American Banker, New York 


Invisible Ink 


e Can you give us a source of supply 
for an invisible ink which will adhere 
to a plastic surface and become vis- 
ible in water? 

A. KAPLAN 

Research Dept., George Feldman 

Inc., New York 


TV Commercial Timing 


e Can you give me information on 
the time lengths of filmed tv com- 
mercials? My problem is to plan such 
commercials for use by local spon- 
sors throughout the country. 

The time for each commercial will 
vary, so that it may be used as a spot 
announcement between programs, 
and as a commercial within 1% and 
14-hour programs. 

W. H. Rone Jr. 
W. H. Rohr Jr. Advertising, In- 
dianapolis 


Store Banners 


e I am in need of in-store banners 
which feature stock subjects such as 
Harvest Sale, July Events, Back-to- 
School, Fall, Spring, etc. 

Don Hurp 

Retail Advertising Agency, Peb- 

ble Beach, Cal. 


Removable Car Signs 


e We are considering the idea of 
having identification signs on our 
salesmen’s cars.'{ hese cars are owned 
by each individual salesman and 
not by our company. Therefore a 
permanent sign would not be too 
advisable. 

We are wondering if you have any 
ideas concerning sources of supply 
for signs of a temporary nature 
which the salesman may put on his 
car whenever he wishes, without 
permanently marring the car or 
causing a great deal of work. 

Epwarp Murray 
Sales Promotion Manager, The 
Howe Scale Co., Rutland, Vt. 


Cost Accounting 


e We are trying to improve our cost 
accounting system. Would you be 
able to supply a sample cost account- 
ing system? We especially need a 
“project follower” sheet of some 
kind to replace the one we now have. 

ROBERT BRUEGGEMEYER 

Media Director, Gundlach Ad- 

vertising Agency, Cincinnati 


Mark-Up & Specification 

e Can you give me the names and 
publishers of some top-notch books, 
manuals, pamphlets or published ar- 
ticles on the details of doing news- 
paper advertising mark-up and 
specification? 

I have checked the subject through 
numerous volumes in my library, but 
most of them tell nothing or are too 
general. Some are fine for typog- 
raphy, but tell little if anything about 
this vital subject. 

JosePpH C. CARTER 
Ass’t Professor of Journalism, 
Temple University, Philadelphia 


Ideas Wanted 


e We're always on the lookout for 
new sales promotion and merchan- 
dising ideas that may be helpful to 
our clients. 

If any of your readers would like 
to send us literature and prices on 
new kinds of POP displays, signs, 
premiums and the like, we’d be glad 
to hear from them. 

Ira ROTHBAUM 
N. W. Ayer & Son Inc., Philadel- 
phia 
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RIDING HIGH, WIDE AND Wanos0Mt UNE SOR. ante 
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IN LITHOGRAPHED CARTONS 


' ' 1 ' 1 
Tad a IN 
BY 1 ad a, Ae re tb ' 
Here’s bright color and mouth-watering eye appeal... in a combination 
that stops busy shoppers and offers an irresistible invitation to buy! 
It’s the latest line of brilliant, lithographed cartons produced by 
Milprint, from idea and design to finished product! 
Put eye-appealing Milprint 
lithography to work for you! With 


e 
their own plate-making facilities and BS 
unsurpassed press equipment, Milprint INC 
assures you full ‘“‘one company’”’ control 


of the job from beginning to end...true PACKAGING MATERIALS 
quality production that brings results LeornoGcGReaPruny 
in sales! Call your Milprint man—first! 







&@ PRINTING 






This insert tithographed by Milprint, Inc. General Offices: Milwaukee, Wisconsin 
*Reg. U. S. Pat. Off. Sales Offices in Principal Cities 
Printed Cellophane, Pliofilm, Polyethylene, Saran, Acetate, Glassine, Foils, Mylar, 


Folding Cartons, Bags, Lithographed Displays, Printed Promotional Material 





GS) Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
‘request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or checks. Send all orders to: Reprint Editor, Advertis- 
ing Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or 


more reprints we will be happy to bill you—smaller orders sent only upon 
receipt of payment. 


137 44 ideas for More Interesting Annual Reports—by Peg Miller 

A checklist of how a variety of companies have attracted attention and 

told other stories in annual reports sarcadin November 1953 
144 Do's & Don'ts for Better Press Releases—by Dick Hodgson 

A helpful checklist for getting better results from publicity efforts...........September 1954 
146 How to Gei the Most Benefit from Trade Shows—by Edmund D. Kennedy 

Monsanto prepared a handy guide for exhibit pesonnel......September and October 1954 
147 Magnesium .. . A Step Forward in Photoengraving 

The story of the development of fast-etch magnesium plates... 


150 First Day Covers—Low Cost Mailing with Impact 

How collector's items are providing a direct mail wallop 
151 Color in Advertising—by Faber Birren 

An expert outlines the best colors for advertising 
152 A New Look for Signs 

Changeable copy signs are finding growing favor 

for outdoer advertising a vesssseeeeeees--November 1954 
157 Progress Report: 1955—by Dick Hodgson 

A review of developments in the graphic arts in the past decade... ... January 1955 
159 Simplicity . . . Sheaffer's Key for Efficiency in Handling Ad Mat Orders—by D. A. Reed 


The pen manufacturer has developed an effective method for handling 
ad mat orders from declers ee . : secesseessoeseseeeee JORUGEY 1955 


160 Professional Installation Assures Success for Admiral Displays—by Bert Enos 
A case history telling how Admiral achieved a promotion success 
through professionally-installed window displays 

161 Why Outside Producers? 

An AR survey on the advantages of using outside producers for business 
films rather than setting up an internal production unit 

162 How to Crop Photos—by Vincent T. Tajiri 


Pointers for getting the most out of photographs 
for reproduction purposes 


164 So .. . You Want to Start a Sales Contest—by George Biderman 
A summary of the most important factors to consider before 
undertaking a sates incentive program 

165 Bankers are People, too—by Jeff Thomson 
How a bank extends its advertising service to more than 100 
correspondent banks om 

166 The Role of Advertising Specialties in Selling 
A general picture of advertising specialties—plus AR’s survey: 
“How Advertisers and Agencies Buy Specialties” 

167 Noreen Integrated Design—by Bradley Lane 
The story of one of the nation’s outstanding integrated design programs March 1955 

168 Maturity for Trade Show Exhibits—by Dick Hodgson 
A report on some of the trends in exhibits 

169 Do’s & Don'ts for Premium Buyers—by Gordon C. Bowen 
A helptul checklist for planning premium promotions 

170 The Folding Carton 
The role of folding cartons as the basic form of packaging in the U. S. 
plus tips on making the best use of them ; May 1955 

173 How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual reports 

174 How Carter Merchandises Its Maps—by Vin A. Corwin 
An interesting case history of how an oil company gets its 
dealers to merchandise road maps 

175 How to Use Color Stats—by Ted Sanchagrin 


Admen are learning that there are many uses for full-color photostats. 
Here’s what's being done in this field 


October 1954 
......November 1954 


November 1954 


..January 1955 
..February 1955 
February 1955 
February 1955 
March 1955 


March 1955 


March 1955 


April 1955 


March 1955 
April 1955 


.......March 1955 
176 What Makes Good Point-of-Purchase Advertising—by Donald S. Hutchison 

A guide to help admen hit pay dirt at the all-important point-of-sale April 1955 
178 The Growing Importance of Fairs as an Advertising Medium—by James Joseph 


Fairs have become an important advertising medium and a place 
for hard selling 


179 Budgeting for Trade Shows—by Robert R. Moore 


An excellent guide for any adman faced with trade show 
budgeting problems 


May 1955 


July 1955 
180 Getting the Most from Publicity Photos—by Leo M. Solomon 
A photographic consultant gives some pointers on how to get the 


best mileage out of publicity photos June 1955 


The following reprints are available at 50¢ each: 

471 How to Get Better Advertising Photos—by Errol Prince 
AR’s two-part series of down-to-earth articles on getting 
and using advertising photos 

172 202 Tips for Direct Mail Advertising 


A 16-page booklet reprinting AR‘s two special articles on 
direct mail advertising 


March and April 1955 


February and May 1955 
177 The Use of Tape Recorders in Advertising—by H. Jay Bullen 
Two special articles on one of the most versatile tools used by admen— 
-’The Use of Tape Recorders in Advertising’’ and “An Adman‘s Guide 
for Selecting a Tape Recorder” : -March and April 1955 
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Mail Order Selling 


e We will appreciate your giving us 
names and addresses of reputable 
firms specializing in mail order sell- 
ing. We have a client who manufac- 
tures a quality apparel product for 
men and would like to enter the mail 
order field. Therefore, we should 
like to establish contact with a firm 
experienced in this type of selling. 

Tuomas L. YATES 

Yates Advertising, Fort Worth 


Inquiry Form 


e We are looking for a method of 
checking the results of salesmen’s 
contacts on inquiries received from 
advertising and publicity. What we 
have in mind is a simple form that 
can be typed once, giving us copies 
for the salesmen, sales manager and 
advertising office. All the salesman 
needs to do is check off answers on 
the form and mail it back to the ad- 
vertising office. 

J. E. SENESAC 

Advertising Manager, A. J. Ger- 

rard & Co., Melrose Park, IIl. 


Agency Operations 


e Would you please let me know 
where I can get any articles or books 
on the subject of advertising agency 
operational methods, including such 
matters as keeping records on costs 
of servicing accounts, getting ac- 
curate information on cost of indi- 
vidual jobs done for clients, billing 
and bookkeeping systems for agen- 
cies, and general organizational effi- 
ciency information. 

MAurIce AZRAEL 

Azrael Advertising Agency, Bal- 

timore 


(ECCCCECCOORCROCORGOOREOEREREROREREROESRRERERERORRREEER EERE RERRE RRR e toate eeeeE 


“That's 5,000 handbills: ‘The End is At 
Hand—Prepare to Meet Thy Doom!’ ... 
any rush, sir?” 





alf a Hundred 


IS A RIPE YOUNG AGE! 


It’s mature and mellow enough to have both 
wisdom and judgment. 


It’s the age of experience. 


It’s young and vital enough to view the 
future with vigor. 


IT’S THE AGE OF ANTICIPATION: 

Now at EUREKA we are celebrating our first 
half-century of leadership in the specialty 
printing and stationery fields. We are proud 
of fifty years of skillful craftsmanship ... 
of consistently high quality . . . of pioneer- 
ing some of the fastest-growing lines in the 
graphic arts. 


ee eS eee ees 


Since we are fifty years young, we look to 
an even busier future that will see many 
new services and products from EUREKA— 
all designed to augment your business! 


AAA 


Cee 


EUREKA SPECIALTY PRINTING CO. 


Manufacturing Printers, Scranton 9. Pa. 


Trading Stamps « Collection Books ¢ Catalogues 
Duplistickers ¢ Coupons e Outserts 
Gummed Seals e Labels ¢ Tags 


eT 
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Five display placards fit this 


MotorolaGéeTV Zs, 


ten feet high pole for mass display 
on floor or gondola... helped sell 
cranberry sauce and associated 

items... Design by Philip Kaplan, 


jor National Cranberry 
Association. Art by Jack Hines 
and Gus Schmidt 

Honorable Meation— 

Floor Merchandisers 


BARBECUE 
Tastes Better with JAX Beer 


WITH A PICTURE THIS BiG! 


Lithographed TV set, with vacuum 
formed plastic screen, flasher lighted, 
is a striking dealer display. Design 
by Leroy Hopkins, for Motorola, 
Inc. Photography by Kenneth Ferreta 


™ 


A series of placards and poles make 
possible a wide variety of displays for 
window, counter, wall... Design 

for F. & M. Schaefer Brewing 

Co. Photograph by George Greb 
Honorable Mention—Multi-plane Display 


Second Award— 
Motion Displays 


The vacuum formed plastic horns 
get high attention, and build brand 
identity ... Design by Russell Stone, 
for National Distillers Products 
Corp. Art by Jack Hines. Sculpture 
by Arthur Cerveny 

This eight foot tall display Third Award —Combination Displays 
promotes related items in food stores, 
gets retailer good will... Design by 
Alexander Stauf and Tom Cahill, 

for Jackson Brewing Co. Photograph 
by George Greb 


Honorable Mention— 


Floor Merchandisers Wr : £ A "Now these farnous twine 


MERRY CHRICTMAS 


“DVR TC} 
on RIS } 


says Miss RNEINGOLD 1955 


ears 


The Rheingold snowman holds in 
his arms vacuum formed bottle and 
can, features new packages... 
Design for Liebmann Breweries, 
Inc. Photograph by Paul Hesse 


Honorable Mention—End Cards 


Wraparound for a market cart makes 
a dramatic floor stand for Saran 
Wrap... Design by Stuart Leech 

and Ed Pacult. Photograph by 
George Greb 


Third Award—Miscellaneous Displays 


This display was used largely in 

golf pro shops, to get pre-publication 
subscriptions for “Sports Illustrated” 
... Design by Stuart Leech, for 

Time, Inc. Art by Ben Harris 
Honorable Mention— 

Counter Merchandiser 





LNA Awards- 


In the Lithographers National Association competition held 
last April in Chicago, fourteen awards of a possible forty-two in 
seven classifications went to. Einson-Freeman...extraordinary 
recognition from advertisers and the lithographic industry. 


And such comprehensive recognition is further evidence of 
the value of the selling ideas, sales sense, research, art, showmanship 
and fine reproduction that go into EF displays. 


If you would like a private showing of our prize winners, and 


possibly some counsel on your own display problems, please let The vacuum formed vinyl frame 
aes : sets off a superb photograph, makes 
us know. Because all the abilities of Einson-Freeman a permanent sales help for jewelers 


® f ... Design by Stuart Leech. 
are available to all our clients. Photograph by Lillian Bassman 


First Award—Counter Merchandisers 


Einson-Freeman Co., Inc. ga TuWA 


Starr & Borden Avenues, 
Long Island City 1, New York 


This flasher illuminated, vacuum 
formed plastic trademark serves as a 
floor stand, with product cases... 
Devised by Brisacher, Wheeler & Staff, 


a. for Van Cant Seafood Co. The vacuum formed figures make 


‘ieiae deeiate Gad a trademark character stand out in a 
i etioleaiia > ’ a Ps — competitive field ... Design by Russell B. 
=Ss culpture by Cerveny Stone, for National Distillers Products 


y W: I >A First Award —Floor Merchandiser Corp. Sculpture by Arthur Cerveny 
a ke Ss ° Second Award—Combination Displays 
DeLuxe } 


Vrwight S23RBON Whiskey 
tte oll . , , ; . 
if TO) ~ > 


HO. —~ 
/QUE MARAVILLA DE CERUEZA! Oy 


ed 


SIRVAME 


Trademark character holds vacuum The lithographed roast revolves 
formed punch bowl, against hunt on the spit, as the amateur cooks toast 
breakfast background their efforts... Design by Charles 

Design by Alexander Stauf, for Noel, for National Distillers Products 
Hiram Walker, Inc. Photograph by Corp. Art by Peter Stevens 
George Greb 
Third Award—Multi-plane Displays 


This display is notable for its fine 
photography and color, is printed in 
Spanish for Mexican born prospects 
... Design for Lone Star Brewing 
Company. Photograph by Tom Kelly 
Honorable Mention—Motion Displays Honorable Mention—One-plane Displays 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


The Winner! 


DuKane Corp. Adman Wins Clock-Radio for 
Solving Quick Catalog Assembly Problem 


Well, the big “How I Soived It” 
contest is over. 

The winner is Robert St. Pierre, 
assistant advertising manager, Du- 
Kane Corp. (St. Charles, Ill). 

Mr. St. Pierre’s winning contri- 
bution tells of an ingenious use of 
existing equipment to collate a cata- 
log that saved his company many 
valuable man-hours. 

For his winning contribution, Mr. 
St. Pierre will receive the GE Elec- 
tric “Wake-Up” clock-radio. 


>The winning contribution was one 
of 63 items considered for first prize 
by the contest editors. Some of the 
contributions, unfortunately, were 
devoted to solutions of problems fac- 
ing artists and art departments. As 
was stated in the rules, the contest 
was for the purpose of getting “non- 
art” ideas, and these items had to be 
disqualified. 

Picking the winner was no easy 
task for AR’s judges. A great many 
valuable ideas and examples of prob- 
lem-solving were submitted, and 
most of these will appear in print in 
this or later issues. The authors will, 
of course, receive $10 on publica- 
tion of any item selected. 

Three factors influenced the judges’ 
decision in choosing the prize-win- 
ning contribution: 

e Simplicity of the idea. 
e Ease of application. 


@ Value of the idea to other admen. 


>Mr. St. Pierre’s idea was simple. 
His department faced the problem of 
collating the pages of 4,000 copies 
of a 200-page catalog in an ex- 
tremely short period of time. With no 
collating equipment in the plant, the 
company simply used one of its 
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conveyor belts and a force of girls 
to do the job. 

The idea was easily adapted at 
DuKane’s plant and readily offers 
itself to many other advertising de- 
partments, especially in smaller 
communities where letter-shops, for 
example, may not be available. AR’s 


ieee 


Right Down the Line . 


judges felt that even though a com- 
pany with a similar problem may 
not have a conveyor belt of its own, 
it might readily find a nearby manu- 
facturer with an idle conveyor belt 
that could be rented economically. 

A similar use of a conveyor belt 
to package a direct mail piece was 
described in AR’s story of how 
Helene Curtis merchandised a tv 
film (“How to Introduce a New TV 
Show,” April, 1955 AR). 

That’s the story of the contest. 
AR’s readers will gain by this ex- 
change of ideas, the contributors to 
the contest have (we hope) stimu- 
lated others to send in their ideas, 
all items published (and most of 
them will be) will receive $10 each, 
and Mr. St. Pierre ends up with no 
excuse for ever being late to work! 

44 


Collation Problem Solved 
By Use of Conveyor Belt 


Our company has been publisuing 
a catalog of specifications on our 
equipment for the past three years. 
This book has grown until it now 
consists of more than 200 pages. 

The problem always has been to 
put enough books together at one 
time to make a general mailing to 
our distributors and to architects. We 


ot 


i 


. Girls at DuKane Corp. start collating pages of company 


catalog, using the company’s 85’ conveyor belt. Each girl was assigned 12 pages. After 
production got started, girls were putting together 120 catalogs an hour, and within a 
week 4,000 copies of the 200-page catalog had roiled off the line. 





Bright. clean, color printing from Clement's precision 
presses is now teaching needlework and helping to 
sell thread and yarn to millions of American women 
This requires letterpress color printing so clear and 
sharp that you can actually see the stitches. 

Other businesses are profitably using this ability 
to reproduce fine detail and match colors faithfully. 


And they find that Clement’s high quality costs no 


J. WW. Clement Co. 


Manufacturers of Quality Printing 


Executive Offices and Plant: 8 Lord Street, Buffalo 10, N.Y 


more, 


Your nearest Clement sales office will gladly show 





you examples of fine color printing being produced 


rn 


Sales Offices: Graybar Building, N. Y.; Fisher Building, Detroit 


constantly for America’s leading businesses and in- Subsidiarie 


dustrial firms. Pacific Press, Inc., Los Angeles. Phillips & Van Order 


i 
lo A 


s LORD STREET, BUFFALO, } ° 245 ERIE STREET, BUFFALO, N., Y. 





Stickin Around 
with KLEEN-STIK 


Any Time is KLEEN-STIK Time! 


Want to sell warmth in winter... 
or coolness in summer? The main 
thing is to get your message posted 
—and that’s where KLEEN-STIK 
comes in! This moistureless, self- 
sticking adhesive knows no “‘off”’ 
season—it’s always on the beam, 
keeping P.O.P. displays up where 
they’re noticed. Like these: 


Hewelbern cee Me 1c 
rts rw ttt 


B-I-G Beer Salesman 


“Take It Home”’ is the idea behind 
this P.O.P. “‘jumbo”’ planned by ad- 
men MARSH RICONSCIUTO and 
BERNARD CROWELL of HEID- 
ELBERG BREWING CO., Ta- 
coma, Wash. And this 16-inch giant 
package cut-out, backed with all- 
over moistureless _ KLEEN-STIK, 
has beer-lovers taking it home “‘like 
sixty.”’ A “‘prosit’”” to BOB PEAR- 
SON of 20TH CENTURY PRESS, 
Tacoma, for the cold-as-ice lithog- 
raphy . . . and another to designers 
GEORGE JACOBSON and LOU 
ANTONSEN of the GARDNER- 
JACOBSON agency, same city, for 
the “hot’’ idea, 


Loves 

a 

"Cold 
Shoulder”’ 


Lees 
PREVENTS 
STALQ&NC 


Here’s a big, bold job that “‘warms 
up”’ winter sales for STANDARD 
OIL CO. (INDIANA). It solved a 
tough problem of display right at the 
gas pump by cuddling close even in 
the wint’riest weather. Four easy-to- 
apply KLEEN-STIK strips hold 
the printed polystyrene panel tight 
to the metal pump surface . . . resist 
cold and dampness. WESLEY I. 
NUNN, Standard’s Ad Megr., and 
JOHN WEBB of MAGILL-WEIN- 
SHEIMER CoO., Chicago, put their 
heads together on this effective sea- 
sonal promotion. 


**Season”’ your selling with a liberal 
helping of KLEEN-STIK —great for 
window streamers, shelf edgers, 
die-cut signs, bumper strips, and 
many other P.O.P. morsels. Your 
regular printer or lithographer can 
serve up a collection of tasty ideas 
—or join our free ‘*Idea-of-the- 
Month” Club by writing today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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have two people in our department 
who would normally do this job. 
However, to put 4,000 books together 
would take them months. 

I called upon our superintendent 
of production and explained that we 
needed 4,000 books put together in 
three days. Our 85 conveyor belt 
was not in use, so he decided it could 
be used for the job. 

The job was set up by laying the 
pages side by side and letting a group 
of girls be responsible for 12 pages 
each. After production got under 
way, we were getting 120 books an 
hour off the line, and within a week 
we had our 4,000 books and had com- 
pleted our mailing. 

RoBeErRT St. PIERRE 
Ass’t. Adv. Mgr., DuKane Corp., 
St. Charles, Il. 


Variety of Merchandise 
Displayed with Panels 


Our problem was to incorporate 
the basic requirements of light, color, 
action and participation in a mer- 
chandising-display fixture suitable 
for a flat product, 4x8’ in size and 
including 60 varieties. 

We solved the problem with sample 
4x8’ panels suspended with standard 
rolling door hardware under the top 
of a large rack. Each track extended 
forward under a sort of marquee, 
which also housed concealed fluores- 
cent lighting. Angled face-plates on 
the leading edge of each panel im- 
proved the display and provided grip 
for pulling individual panels forward 
for full inspection. 

We use permanent displays like 
this in all our retail stores and a 
portable KD rack to house the panels 
in trade show exhibits. Customers 
like the readily accessible variety of 
merchandise displayed and are in- 
trigued with pulling out individual 
panels themselves. And it’s a natural 
for tv! 

Almost any kind of merchandise 
that isn’t too thick can be readily 


Hing 


adapted to the idea by mounting 
on 4x8’ sheets of plywood, then spa 
ing the rolling door tracks as ne 
essary. 

Ep Dre Motte 

Advertising Manager, We 

Lumber Co., Atlanta, Ga. 


BUSINESS 


WE'RE ADVERTISING 
TO MANAGEMENT 


260,000 Business Week 

subscribers will see 

Honeywell's Industrial 
Division Ads 


JUNE 25,1955 


Company Saves Money 
With Advertising Book 


Although we have long distribute 
reprints of our advertising to our ow 
organization, we have felt that due { 
the bulk of the reprints they wer 
not being used to the best advantag 

We decided a compact bookle 
would do a better job, so now we us 
the proofs of our ads and by phot 
offset have them reduced and print 
in a 7x9” booklet. 

The comments on the book hav 
been very satisfactory, and the cos 
is only $135 for 600 books. Previous 
ly our cost for reprints to the orga 
ization was approximately $500 
mailing. 

W. A. Lanc 
Advertising Production, Minne 
apolis-Honeywell Regulator Co 
Philadelphia 


System Devised by Agenc 
For Control of Engravings 


One of the biggest problems a pro 
duction department has to cope wit 
is getting fast return of engravin 
from local newspapers. This is espe 
cially important when an agence 
handles a number of retail accounts 
where engravings are picked up an 
repeated a number of times. 

For years we maintained a cu 
card-record for our own use, bu 
week after week some newspape 
would lose one or two of the engrav 
ings. Since the newspaper would no 
accept the responsibility, it was usu 
ally the agency that had to remak 
the engravings—at our own expens 





ae 
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that’s as many as Escoffier (or any of his 
disciples) could have cooked, one at a time, 
working day and night, since INTERNATIONAL 
COLOR GRAVURE opened its doors... 


Yes, many things have happened or could have 
happened since 1945. That was the year when we, at 
INTERNATIONAL, started specializing in preparing 

color positives for advertising agencies...and 

SUPERTONE began rendering service in monotone gravure. 


Throughout the ten years, we have demonstrated how 
we have mastered the technique of maintaining fast 
production schedules while meeting every requirement. 

With all the skill and care we know, we shall 
continue to serve our clients intelligently and 
conscientiously ...and to PM’s we do not know we 
suggest an opportunity to show how our specialized 


service in rotogravure preparation can help them 
carry the burden of their responsibilities. {* 


| he eee 
=e y 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. 
NEW YORK 23, N.Y. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 122 Glendale Blvd., Phone: MAdison 6-460] 


ee Set Ree, aS 
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SUPERTONE, INC. 


480 Lexington Ave. 
NEW YORK 17, N-Y. 
Phone: Plaza 3-9468 


ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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famous name gets 


GOA 


treatment | 


Auto agencies and printing 
plants, chain stores and cor- 
ner store (no matter what the 
product or place)...GOA 
signs ‘em all up for greater 
identification, greater sales. 

Nighttime power and im- 
pact come with sign illumi- 
nation....another GOA 
specialty. 

So...if it’s a single sign 
or a score... put experience 
to work where experience 
counts... GOA. 


PHONE your local office or 


write ...GOA, 515 South Loomis 
Street, Chicago 7, lilinois 


ere ere ma acest OO 
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Here's a complete photographic service 
to meet your advertising requirements 


% Color or B&W prints for reproduction or retouching 
% Color or B&W prints for publicity 
# Color or B&W industrial illustration on assignment 


+ Color or B&W illustrative and advertising photography 


Xx Color or B&W Photo-Murals in any size using your 4 x 5 
or larger negatives, glossy prints, or original art. 


Tell us what 


you need 


WRITE to: 7 

Lae 
175 OTTAWA AVENUE. ae 
GRAND RAPIDS. MICHIG 


higan's finest 
d exclusively '© 
otography 


ey Roe te 


plants oT el 
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HOW 
I SOLVED IT 


We finally devised a cut control 
that works. We have a stock form on 
814x11” paper listing client, news- 
paper, insertion date, size, etc. Below 
this information are boxed areas list- 
ing description of merchandise, cut, 
mat and date returned. 

When an ad is sent to the news- 
paper, this form is made out in 
duplicate. On it we indicate all the 
necessary information, sending the 
original copy to the newspaper and 
retaining the duplicate for our rec- 
ords. We inform the newspaper to 
check out all the cuts and mats when 
the ad is received, since it is their 
responsibility to return all material 
once the ad is in their hands. 

When the ad is published, the 
newspaper publication department 
sends down our cut form and picks 
up all cuts and mats indicated. This 
material, with our original order, 
then is returned to us, and we check 
out all the material against our form, 
sign it and return it with the news- 
paper messenger. The newspaper 
then has a receipt, and we have our 
cuts, promptly and efficiently. 

Max J. KERSTEIN 

Production Manager, William N. 
Scheer Advertising Agency, 
Newark, N. J. 


Krylon Coating Keeps 
Newsprint Proofs Sharp 


When we find it necessary to color 
over type or photos on newsprint 
proofs, we find that a coating of 
“Krylon” or any other suitable brand 
of plastic coating keeps the proofs 
sharp. 

The same trick is helpful in past- 
ing up copy with wet proofs —the 
Krylon or other coating keeps the 
proofs from smearing and makes it 
possible to use the proofs immedi- 
ately after being pulled. 

Avis M. Mattson 
Layout Artist, Stewart - Taylor 
Co., Duluth, Minn. 


Finds Way to Make 
Identical Curves 


Our company makes paper ma- 
chines that require the manufacture 
of several types of screen covered 
rolls, and my job is to make sales 
drawings so that the customer can 
see how the roll is made without 
reading blue-prints. 





SERIES OF CURVES 


CURVE TAPED 
TO TRIANGLE 


It always is quite a problem to 
show how wire is wrapped, involving 
shifting the curve along and yet hav- 
ing each line even. 

I solved the problem of making a 
series of identical curves by simply 
taping the French curve to a triangle 
and sliding it along the straight edge 
to the positions required. 

WiLLiaAM A. MALOTT 
Advertising Department, Black- 
Clawson Co., Shartle Bros. Ma- 
chine Div., Middletown, O. 


Adhesive-Backed Paper 
Fixes Copy to Artwork 


This is the method I use to attach 
text and small pieces to artwork 
destined for the engraver. I take a 
sheet of any of the several papers 
with adhesive backs (Kleen-stik, 
Prestick, etc.) and rubber cement 
the pressproofs on it. By slipping the 
backing sheet, the text or small piece 
is easily put into position and doesn’t 
smear, as occasionally happens when 
using rubber cement. After the text 
matter is cemented to the adhesive- 
backed paper, it’s a simple matter to 
cut out what is needed and lay it on 
the original artwork. 

ARTHUR W. SMITH 
Art Dept., Ingersoll-Rand Co., 
New York 


Develops Method to Make 
Changes in Dummy Easy 


Recently we came upon a simple 
answer to an irritating problem. 

The conventional layout for a 
booklet, etc., is made up by pasting 
the sheets of paper which bear the 
sketches back to back on cardboard 
to form a “dummy” of the finished 
piece. This works fine until you find 
that a change has to be made in the 
order of two or more pages, or per- 
haps additional material must be 


added to the book. 


Then time and money are wasted 
in doing several pages of the dummy 
over again to make room for the new 
material or to accommodate the 
change in page sequence. 

Now, we request that the layout 
for each page of a booklet be ren- 
dered on one side of a sheet of paper, 
leaving the other side blank. The 
“dummy” is then made up simply 
by slipping the sheets back to back 
in acetate envelopes and assembling 
the “pages” in a loose-leaf binder. 

With this arrangement, if sequence 
must be changed or material added or 
deleted, the rest of the pages can be 
rearranged easily without having to 
do over any of the layout sheets. 

W. P. RAINES 
Assistant Adv. Mgr., Koppers 
Co. Inc., Pittsburgh. 


Finds Frosted Acetate 
Produces Unique Effect 


For good reproduction, as a time 
saver, and to create interesting ef- 
fects in my illustrations, I use frosted 
acetate, taped in position over a pen- 
ciled drawing or sketch, for my fin- 
ished art surface. 

This eliminates tracing or trans- 
fers and gives me the opportunity to 
capture the freshness and _ spon- 
taneity of the drawing. The surface 
affords interesting usage of inks, 
crayon, grease pencil or opaque wa- 
ter colors. 

I then mount the finished illustra- 
tions with Scotch tape, glossy side 
up, on white board or directly on 
the production art board plate. The 
result is sharply defined blacks and 
values, with unusual texture, line 
and mass. 

Ray W. THOMPSON 
Illustrator, Pacific 
Los Angeles 


Press Inc., 


Uses Virkotype Compound 
For Own Embossing Job 


This solution came to me by acci- 
dent when I was pondering how I 


could raise-print my signatures on 
a batch of greeting cards I wanted to 
send out to my friends. 

I used a ballpoint pen, simply 
scribbled down ray signatures on all 
the cards, and then dusted them with 
Virkotype gold embossing com- 
pound, following the same emboss- 
ing process used by any print shop 
that does thermographic jobs. 

This novel idea saved me the ex- 
pense and trouble of ordering a cut 
and paying for a short press run. 

VALENTINO N. ONGCHUA 
Typographer - Engraver, Cota- 
bato, Philippines 








TAC Re Tm 


MSG 


You'll be amazed 

HOW MUCH ADVERTISING 
a few cents extra buys 

on Thilco packaging papers 


Immediate product identification, more pres- 
tige, more customer appeal — all this pow- 
erful “salesmanship” is yours with Thilco 
DECORATED protective packaging papers. 
You get the lowest cost advertising space 
money can buy — in addition to complete 
functional protection. 


VARIOUS GRADES TO FIT YOUR NEEDS — Thilco’'s 
wide range of protective papers, in numerous spe- 
cialty grades and treatments, provide unmatched 
waterproof protection, prevention of moisture-vapor 
transmission — grease and oil penetration — or, 
just general decorative packaging. Thilco papers 
are especially adapted to automatic machine wrap- 
ping, bundling, hand wrapping, box coverings and 
bag manufacture. 


INCREASE YOUR SALES — Ler Thilco PRINT- 
DECORATED protective papers add selling power 
to your products. Give us complete details on your 
packaging problem; we'll send samples and money- 
Saving suggestions similar to your needs — at no 
cost to you, of course 


Thilco FUNCTIONAL papers: 
Asphalted Waterproof Barriers 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krofts and Specialty 
Bogs 


Write for free Sample Kit. 


THILMANY PULP & PAPER COMPANY 


KAUKAUNA - WISCONSIN } 


NEW YORK + CHICAGO « DETROIT « MINNEAPOLIS « CINCINNAT? 
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ADVERTISING 
SIGNS 


QUALITY 
is SUPERIOR the SERVICE 
LIFE LONGER.... 

av) 


POINT-OF-PURCHASE OR 
ROADSIDE—PLAIN OR RE- 
FLECTORIZED—THEY BUY 
LOWEST COST ADVERTISING 


Metal Signs for effective 
outdoor advertising 
produced in quantity 

and for every type busi- 
ness—are made in the 
modern GRACE plant 
in the quality manner 

to outlast and outsell! 


‘SILK SCREEN 
' PROCESSED ON 
METAL... 


Our special method of 
applying colors to a 
faithful reproduction of 
the product or design, 
is fast, accurate and 
artistic. They have eye 
—and buy—appeal 
Over 35 years of Know- 
How backs every sign 
produced by GRACE. 


BAKED ENAMELS 
ARE PRE-TESTED 
FOR WEATHER 
WEAR... 


Paint Enamels used 
by us are made to 
GRACE specifications 
for weather resistance. 
They are coded and 
pre-tested for quality 
control. This eliminates 
all guesswork and as- 
sures longer service 
life. Your clients can 
depend upon GRACE 
quality 


a Ee 
CIGARS 


W DESIGN ANY 
T’ € SIGN... 


Yo clients may, at 
tin ., desire special 
sig»... Just let us know. 
We will even make up 
a sample sign from 
color sketches for ap- 
proval. There are no 
obligations. What are 
your needs? 


3600 S$. 2nd ST. * ST. LOUIS 18, MO 
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e Penrose Annucl 1955, edited by 
R. B. Fishenden, about 500 pages, 
Percy Lund Humphries & Co. Ltd. 
(London) and Hastings House Inc. 
(New York), $8.50 The new 
“Penrose Annual” contains 40 illus- 
trations in the text and 23 illustra- 
tions considered “leaders for the 
year.” As usual, reproductions and 
format in the annual are exacting 
and strikingly handsome. Examples 
of every known reproductive and 
printing process and method, includ- 
ing letterpress, offset, gravure, col- 
lotype and silk screen, are included 
in the book. 

The book contains 132 numbered 
pages and numerous inserts, plus an 
advertising section representing 
about 25° of the book. Five Ameri- 
can and four European companies 
furnished articles, art, plates and 
printing. 

The 40 articles in the 1955 an- 
nual do not appear so technical in 
tone as in previous editions. Yet, as 
before, the 49th volume contains new 
technical developments in printing 
production and related fields. Other 
discussions on graphic design range 
from fashion photography to 19th 
century broadsheets. Most of the 67 
contributors are British, although 
the U. S., France and Germany are 
represented. Editorial commentaries 
by Mr. Fishenden touch on all phases 
of graphic arts. 


e New Century Cyclopedia of 
Names, three volumes, 4,370 pages, 
Appleton-Century-Crofts Inc. (New 
York), $39.50 . . . Copywriters and 
agency and ad department personnel 
will find these reference volumes a 
valuable addition to their libraries. 
The work is a guide to world knowl- 
edge based on the names that have 
made the news from the dawn of 
history to the present day. Over 
100,000 entries and over 1,000,000 
specific facts are included from many 
fields, including science, fine arts, 
literature, religion, politics, geog- 
raphy, industry, mythology. Material 
is arranged in alphabetical order, 
without sections or divisions; each 
item is organized with the most im- 
portant facts at the beginning. Clar- 
ence L. Barnhart headed the pub- 
lishing project, drawing on _ the 
knowledge and advice of more than 
350 scholars and experts. Prepara- 
tion required seven years, and cost 
more than half a million dollars. 


e The Book of Signs, Rudolph Koch, 
104 pages, Dover Publications Inc. 
(New York), $2.75 clothbound, $1 
paperbound ... A good reference for 
artists, this book contains all man- 
ner of symbols used from the earliest 
times to the middle ages by primi- 
tive peoples and early Christians. A 
total of 493 ancient and medieval 
symbols explained by Mr. Koch in- 
cludes signs of the cross, holy initials, 
Byzantine monograms, stonemasons’ 
signs, signs of the four elements, 
botanical, astrological and chemical 
signs. The production of the book is 
also interesting. Illustrations were 
cut on wood by Fritz Kredel, Offen- 
bach am Main. Though the original 
German has been translated by Vy- 
vyan Holland, the book is printed in 
Magere Deutsche type. 


e Top TV Shows of the Year, Irving 
Settel, 270 pages, Hastings House, 
(New York), $5.50 . .. This anthology 
presents complete scripts of 14 out- 
standing television shows of 1954 
and 1955, as actually produced. Com- 
mentaries accompany each of the 
scripts, with interesting background 
information on the producers, direc- 
tors, writers and stars. Full stage 
directions are included, and for ready 
reference there is a dictionary of all 
the technical terms used in the 
scripts. The book’s introduction pro- 
vides a basic review of program- 
ming developments and trends dur- 
ing the year. 


e Directory of Contract Packagers, 
Packaging Institute (New York), $5 
... The third edition of the directory 
lists by states some 163 plants that 
accept contract packaging work, de- 
scribing the types and kinds of ma- 
terials acceptable and any special fa- 
cilities, such as control laboratories, 
processing equipment or air-condi- 
tioned packing rooms. Indexes are 
provided to permit easy location of 
contract packagers by product 
packed, by physical characteristics 
of acceptable products and military 
packaging facilities. Members of the 
Packaging Institute are shown in 
this book, which is more than twice 
as thick as the previous edition. 


e Tested Approaches to Cutting 
Production Costs, 128 pages, Ameri- 
can Management Assn. (New York), 
$3.75, $2.50 to AMA members ... 
To aid executives in realizing long- 
term savings, this report shows how 
to determine whether and where 
costs are out of line. Specialists pin- 
point specific areas in which efforts 
at cost-cutting should be most re- 
warding, such as purchasing, paper- 
work, inventory management and 
indirect labor. Highlights of four 
effective cost-reduction programs are 
featured in a concluding section. 
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\Ilustration courtesy Plymouth Division, Chrysler Corporation. 


Reproduced from color photo by 4-color offset lithography 


SOMETHING WONDERFUL HAPPENS when you print, 


by any method, on Beckett Hi-White. Type looks sharper . 

blacks look blacker . . . whites look whiter . . . colors look 
deeper toned . . . finest details of the original artwork are 
preserved. The paper itself is startlingly white, but with a 
roseate undertone that produces—for the firs. time in a sheet 
of paper—the effect of whiteness with warmth. For further 


information, please turn the page 





This new, super-quality printing paper is the result of a long series of 
experiments, both in the laboratory and on the paper machines, to develop 
a sheet which would combine the elegance of the finest text and 

bond papers with the printability of the highest quality papers designed 


primarily for offset lithography. 


It is equally suitable for printing by any method—letterpress, 


offset, gravure. 


To provide a companion cover, we have added Hi-White Buckeye Cover 


to our famous cover paper line. 


The book paper is stocked in four weights, Smooth Vellum finish, 
and is available in a wide variety of embossed finishes. The cover paper 
is in four weights, in Antique and Smooth Vellum finishes, and 


is also available in a wide variety of embossed finishes. 


Acceptance of Beckett Hi-White and Hi-White Buckeye Cover by 
advertisers, agencies and printers has exceeded anything in our more 
than a century’s experience in the paper business. From many samples of 
printed productions on these new grades, we have selected eight 

pieces as a representative collection and have put them up in a convenient 


packet, which we shall be pleased to furnish on request. 


THE BECKETT PAPER COMPANY 


Makers of Good Paper in Hamilton, Ohio, Since 1848 


HIS IS BECKETT H1-WHITE, CORAL FINISH, 80 LB. 





e How to Fit the Paper to the Pur- 
pose, 68 pages, copyright by David- 
son Publishing Co. (Duluth, Minn.), 
printed by and available from Direct 
Mail Advertising Assn. (381 Fourth 
Ave., New York 16), $2.50 single 
copy, with quantity prices offered 
.. . Complete information on 69 fine 
papers and printing papers is pre- 
sented in this reprint from the 1955 
Edition of “The Paper Year Book.” 
Classification headings appear in al- 
phabetical order beginning with al- 
bum and continuing to writing paper; 
in-between sections include paper 
categories such as blanks, blotting, 
bond, book, carbon, card, coated, de- 
calcomania, duplicator, envelope, 
gummed, labels, opaque, plastic-im- 
pregnated, poster board, pressure 
sensitive, tag stock and text. Under 
each heading are listed construction 
details, sizes, weights, principal uses, 
salespoints, sales opportunities, 
sources of supply and other perti- 
nent data. Explanations are simple 
enough for novices to follow; yet 
many details are included which 
make the book a fine reference for 
veteran admen experienced in pa- 
per selection. 


e The Naked Truth and Personal 
Vision, Bartlett H. Hayes, Jr., 112 
pages, Addison Gallery of American 
Art (Andover, Mass.), $3.75 ... Ad- 
men, though they deal with modern 
art, frequently have questions about 
it, but are without the opportunity 
to become enlightened. In discussing 
art in terms of truth, style and vision 
for such persons, the author makes 
this statement: “The truth about art 
is that it is an expression of insight 
which . . . is made visible in material 
terms. The long road of the artist is 
to order his work so that it will not 
be mistaken for the physical things 
from which it may arise.” Explana- 
tory paragraphs accompany 106 re- 
productions which illustrate some of 
the many points of view which shape 
creative artistic art and its interpre- 
tation. In eonclusion, Mr. Hayes 
compares facts as something seen 
outwardly, while arts are concerned 
chiefly with the way people see dif- 
ferently with a personal vision. 


e Readings in Marketing from “For- 
tune,” edited by George H. Brown, 
134 pages, Henry Holt & Co. (New 
York), $1.50 . . . This compilation of 
29 articles from Fortune discusses 
such aspects of marketing as its na- 
ture and function, consumer and in- 
dustrial institutions, pricing, regula- 
tion, evaluation and management. In 
the latter section, article topics in- 
clude: consumer research, product 
policy, merchandising, advertising, 
sales promotion and store manage- 
ment. 








PRINTED, SELF-STICKING, TRANSPARENT 


4 


GOODSTI®X | 


tpi iF 


CONTINUOUS 


ROLLS 


for valances, 
interior trims 
and other 


usages 


brilliantly colored, vibrant, eye-compelling 
Goodstix plastic signs posted quicker, stay 
up longer, sell for you day and night 


retailers go for GOODSTIX—transparency 
does not block visibility, no fuss or muss, in 
posting or removal 


versatile—GOODSTIX continuous rolls can 
go across windows, on appliances and other 
large products, columns, in large interior 


areas and other vantage points-of-purchase . . . pressure sensitive tape goes 
on front or back, top and bottom only 


available in rolls up to 24” wide, from 1 to 5 brilliant colors; DAY-GLO, or full 
color gravure 


designed especially for you by our point-of-purchase specialists. No costs or 
obligation 


Repeat patterns make multiple impressions 


Write for samples 


GOODREN PRODUCTS CORP. 


-273 WILLIAM ST., ENGLEWOOD, N B 
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Now you can scent any = .%) a - 
kind of paper with any re ha 
fragrance on any press! ak 


All Flower or Modern Fragrances = 
* Food Aromas and Odors 


73 SULLIVAM STREET =. NEW YORK 12. 6. YX, 
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Prominent Users of Strathmore Letterhead Papers: No. 118 of aSeries 


Under sterile laboratory 
conditions, and using the most 
advanced materials and 
methods known, Smith, Kline 
& French Laboratories 
produces essential prescrip- 
tion pharmaceuticals for the 
medical profession. 


Quality is a safeguard 





High standards are good ethics and common sense in any 
phase of the field of medicine. Smith, Kline & French, a case in 
point, vigilantly demands quality even in the minutia of its opera- 
tion. That is why SKF corresponds on Strathmore paper. The right 
look and crisp touch of a Strathmore letterhead bespeaks integ- 
rity for any firm, large or small. Your firm for instance. Simply 
ask your supplier to show you proofs of your own letterhead on 


Strathmore...you’ll see the difference quality makes. 


Smith, Aline & French Laboratories, which be- 
gan as an apothecary shop in 1841, is today an important manu- 
facturing and research pharmaceutical company, engaged in the 
development of prescription drugs. It has introduced such special- 
ties as ‘Benzedrine,’ ‘Dexedrine,’ ‘Thorazine,’ and many others, all 
evaluated and produced in its own laboratories. Through such sig- 
nificant achievements, SKF contributes greatly to the new era in 


drug therapy. 


STRATHMORE 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY. WEST SPRINGFIELD, MASSACHUSETTS 
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DECEMBER 1955 
1-31 


Holiday Butter Cookies Days . . . spon- 
sored by American Dairy Assn., 20 N. 
Wacker Drive, Chicago 6. 


1-31 


Holidays are Pickle Days . . . sponsored 
by National Pickle Packers Assn., 202 S. 
Marion St., Oak Park, Il. 


1-31 


Holiday Eggnog Time . . . sponsored by 
American Dairy Assn., 20 N. Wacker 
Drive, Chicago 6. 


Pan American Health Day ( Presidential 
Proclamation ) 


4-1] 
Golden Rule Week 


5-12 
Roller Skating Week 


10 
United Nations Human Rights Day ( Pres- 
idential Proclamation ) 

ll 


JCI Day ... sponsored by Junior Chamber 
of Commerce International, 21st and Main 
Streets, Tulsa, Okla. 


11 


Universal Bible Sunday . . . sponsored by 
American Bible Society, 450 Park Ave., 
New York 22. 


15 
Bill of Rights Day 


17 


Pan American Aviation Day ( Presiden- 
tial Proclamation ) 


25 
Christmas Day 


31 
New Year's Eve ( Watch night 


AR invites reader participation in this 
service. All items intended for inclusion 
in this column should be addressed to: 
Special Promotions Editor, Advertising 
Requirements, 200 East Illinois St., Chi- 
cago II, Ill. 





Paint container gets frech coat of "sell" 


See what happens when you call in a Gair specialist! 

A “lost-in-the-crowd” shipping container — in this 
case, Sampson Paint and Color Company’s — was 
redecorated from top to bottom. Now it advertises 
itself in the store and on the job, too. 


Bright red and black colors make the Sampson shipping container. If it isn’t doing all it should to 


Gair’s graphic design is one reason for the con- 
tainer’s smart new sales appeal — Gair’s top-notch 
printing is another. As usual, this combination pro- 
duces a container that catches everyone’s eye. 

Maybe it’s time you took another look at your 


name stand out. What’s more, an overall white weave talk up your product, call your nearest Gair container 
pattern shares credit for the distinctive, new look. plant. There'll be a specialist on the job fast. 


YOU’RE LIVING NEXT DOOR TO THE EXPERT 
GAIR CONTAINER PLANTS: Atlaita, Ga. e Cambridge, Mass. @ Cleveland, Ohio @ Holyoke, Mass. @ Jackson, Miss. @ Los Angeles, Cal. @ Martinsville, 


Va. e@ New Orleans, La. © No. Tonawanda, N.Y. © Philadelphia, Pa. @ Plymouth, Mich. e@ Portla Conn. e@ Richmond, Va. @ Syracuse, N.Y. © Teterboro, N.J 


SHIPPING CONTAINERS *© FOLDING CARTONS 


PAPERBOARD © KRAFT BAGS AND WRAPPINGS 


ROBERT GAIR COMPANY, INC. »* 155 EAST 44TH STREET * NEW YORK 17, N.Y. 
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‘set’ ou own display type 


— TYPE BY SIMPLY DIALING! sean: 

27-30 Advertising Specialty Insti- 
tute—tfall show—Hotel Mc- 
Alpin—New York City 


SEPTEMBER 


6-9 Nat'l Paper Trade Assn., fall 
meeting — Conrad Hilton 
ae —Chicago 

7-10 1 Typographic Composition 
ge 36th annual conven- 
tion — Hotel Claridge — At- 
lantic City 

Screen Process Printing Assn 
Int'l — Ambassador Hotel — 
Atlantic City, N. J 
Direct Mail Advertising Assn 
annual — ention—Mor- 
rison Hotel—Chicago 
Packaging iiaiianee Manu- 
facturers Institute—The 
Homestead — Hot Springs 
Va. 
' Advertising Specialty Nat'l 
By the Assn. — fall show — Palmer 
maker of House—Chicago 
Nat'l Assn. of Photo-Lithog- 
: raphers, 23rd annual con- 
© vention — Hotel Statler — 
Cleveland 

AUTOMATICALLY DEVELOPS, FIXES AND DELIVERS FINISHED PRINTS 

Chi nies Cactientits he dee s hastened hi h 29-Oct.1 Advertising Federation of 
oxhead-Liner n ingenious photo-lettering machine that Amerion Vth district—Bis 

delivers finished type-proofs, ready for paste-up in ninety seconds. more Hotel—Oklahoma City 

It produces copy in all popular styles and sizes of type— ranging 

from 14 pt. to 72 pt. No dark room—no trays—no negatives—no wait- OCTOBER 

ing. Any office girl can produce type composition at her desk. 1-5 Nat'l Stationery 


Equipment Assn 
Hilton—Chicago 





~~ 


wud peysiny ison 


i 


Yards 
and 
yards of 
beautiful 
type 


ata 


INSTANTLY CHANGEABLE fo 
‘ 0 elias 
TYPE MASTERS 720 Frelinghuysen Ave., Newark 5,N.J, nt ee 
Send COXHEAD-LINER Book H-21 tel—-St. Louis 
Photographic Society of 
ica—Boston 
American Photoengravers 
Assn., 59th annual 
tion—Waldorf-Ast- 
ork City 
Printing Indu stry 
Inc., annual conventior 
Chalfonte -H< add 1H 
Atlantic City, ! 
aad aa oe _ Int'l Assn. of Ele 
Stereotypers 58 
r) convention — Hc 
eee a sth 
ng 20-21 Audit iste >au of Cir 
4lst annual meetinc 
eT ee 


31-Nov.2 Packaging Institute 
SPECIALLY DESIGNED DOUBLE - COATED a 
PRESSURE SENSITIVE ADHESIVE STRIP — 
Exceedingly strong adhesive tack over- NOVEMBER 


_— comes board warpage. 8-10 Fourth Canadian N 
aging Exposition 
cof, TWIN-STICK 301 © WRITE FOR LITERATURE tiene Conterenc 
on the back of easel dis- ee eee 
plays allows the display | AND SAMPLES TODAY Automotive Bldg 
to be mounted on any 1 Advertising Trades | 


vertical surface when ADHERES ) ble RUBBER PRODUCTS co. Advertising Ess 


Coxhead-Liner type-masters 
are changed like phonograph 
records, dropped into place 
on the spindle.... ready for 
action. Letter spacing and 
justifying is automatic. 


savings 
be yond 


compare! 
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counter space is not TO ANY 609 WEST LAKE STREET —Biltmore Hotel—New 
available. SURFACE CHICAGO 6, ILLINOIS City 
Int'l Assn. of Fairs a xpos 
tions—Hotel Sherman—Ch 
. for more details circle 581, page 133 cage 
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Wind, rain, and snow join forces with 
man-made chemicals to strip much 
of the bark from these trees by pulp- 
wood harvest time. Felling, skid- 
ding, and other handling operations 
remove the remainder of the bark. 


POINT OF “DEBARKATION” 


Debarking timber like this used to take time. 
Nowadays pulpwood is off to the paper mill 
almost as soon as it hits the ground. Thanks 
to the chemical girdling process, it’s been de- 
barked with a paint brush! 

In spring or early summer, a narrow sec- 
tion of bark is peeled around the trunk of 
every tree scheduled for cutting, and a toxic 
agent is then painted on this exposed live tis- 
sue. That’s all there is to it. The farmer can 
devote his time to other chores, while nature 
and chemistry go to work. By harvest time 
almost all the bark has been separated from 
the tree. 

New York and Penn produces 80% of its 
own pulp — and through this ingenious chemi- 
cal girdling process there’s a supply of peeled 


New York 


pulpwood available all year round. It’s just one 
of many cost-cutting techniques in New York 
and Penn’s scientific management at all pro- 
duction levels from seedling to finished paper. 

Similar quality and cost controls, applied 
at every stage, result in better papers and 
better values for you—and have made New 
York and Penn one of the world’s chief sup- 
pliers of quality book papers. 

Whether you’re a publisher, printer, paper 
merchant...whether your needs are great or 
small...if you have a special paper or cost 
problem, it will pay you to get the full New 
York and Penn story today. Ask your mer- 
chant. Or phone MUrray Hill 6-6090. New 
York & Pennsylvania Co., 230 Park Ave., 
New York 17, New York. 


and Penn 


Kile and Fewer VHereey aClereeg 


Super © English Finish © Eggshell © English Finish Litho © Offset © Music © Bond © Tablet © Duplicator ¢ Mimeograph © Drawing © Imitation Press Board * and other specialty grades 
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CRAF-TONE SHADING SHEETS...the no glare, self-adhering all-pur 
pose, efficient, economical overlay shading medium. . . 294 patterns! 


CRAF-TYPE...the versatile, improved paste-up type that speeds com- 
position and really cuts typography costs! 279 Fonts, faces and sizes 


CRAFT-COLOR ...19 brilliant, nonfading Translucent colors on self- 
adhering clear plastic sheets! 


SINGLETONE DRAWING PAPER... a chemically treated drawing paper 
with a single hidden tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS.. .Transparent over- 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en- 
graving shops. 


MULTI-COLOR PROCESS. .. reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color orinting! 


CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM. 
17 original two screen patterns that you develop. Two separate “in- 
visible” shading tones processed into the paper to get third dimen- 
sional effects. 
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Craftint offers you 





the most complete 


in the world! 


CUT production costs! 


and finished art! 


NEW YORK CLEVELAND CHICAGO 
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CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


Name 
Company 
Address___ 


City -siainiantage State 





ME ET deadlines efficiently! 


Shading Medium Catalog 


ADD sales impact to layouts 


THE CRAFTINT MANUFACTURING CO. 
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SPECIALTIES 
Use More Than Name 


The Advertising Specialty National Assn. urges its members to 
encourage buyers of advertising specialties to do more than just 
imprint their names and addresses on giveaway items. Says ASNA: 
“Specialty advertising is essentially sign advertising . . . any adver- 
tising specialty will carry at least as much copy as a billboard... 
is read repeatedly by an excellent audience . . . and deserves the 
same thought as creating the copy for any other advertising-dollar 


spent.” Next time you order a specialty, try considering it for out- 
door advertising copy. 


PRINTED MATERIAL 


Industry Dictionaries 


It's been used with success several times, but there are still plenty 
of opportunities to make an industry dictionary a top promotion 
piece. It's the kind of thing that most anyone will keep on hand— 
no matter if he already has a different one. It’s also a natural for 
repeating, since it’s a strange industry that doesn't come up with a 
few new terms each year. One big advantage is that such an item 
has strong appeal to the newcomer, who really needs a special 
dictionary . . . and who hasn't already formed fixed buying or 
specifying habits. 


PRINTED MATERIAL 
Local Address List 


Looking for a good local promotion piece? You might take a leaf 
from the idea album of Bookbinders, the famous Philadelphia sea 
food restaurant. Sam Bookbinder had a handy pocket folder pre- 
pared, listing the locations of key spots of interest in Philadelphia. 
The promotional piece, of special interest to convention groups and 
tourists, is used effectively as a table tent, as a mailing enclosure 
and for mass distribution at conventions. The idea can be extended 
to include phone numbers, hours open and instructions on how to 
get to the places listed. 


How About Your Own Products? 


Many companies have taken care of their Christmas gift require- 
ments through use of their own products—or some item which 
involves a natural tie-in. To make such a gift successful, however, 
(unless you're General Motors giving away Cadillacs) requires 
careful attention to the method of presentation. Special packaging, 
a touch of gold-plating, a custom nameplate or some similar ‘added 
touch” may be the answer but it requires careful thought. Beware 
of personalizing with a name—unless you're absolutely sure. A 
gift with something slightly wrong is far worse than no gift at all. 


MERCHANDISING 
Planning “Plug Items” 


The same story comes from many quarters—"’We can't find sales- 
men any more, just order-takers.”” To combat this situation, more 
and more emphasis is being placed on educating the “order-taker’’ 
on how to merchandise. Often, however, the job of merchandising 
appears to be too big for the fellow with the order pad. One idea 
which has worked well is to limit the number of items being pushed 
at any one time. A single item is frequently selected for plugging 
during a given period and salesmen are given a complete program 
for promoting it. The net result frequently is that the “order-taker”’ 
learns that merchandising isn’t so hard after all. 


DIRECT MAIL 
Non-Media Press Releases 


To someone not connected with the Fourth Estate, a press release 
is often an item of curiosity. This fact has been put to effective use 
as a promotional tool. When there’s an important new product 
announcement, for example, a regular press release is sent to the 
entire promotion list in addition to publicity outlets. By keeping the 
whole thing in press release format—usually with a standard press 
release heading and an advance release date—the ‘‘story” can 
frequently get much higher readership than a more fancy treatment. 
The cost, of course, is extremely low. 


Combining Small Items 


Each year AR’s survey of business Christmas gifting leaves one 
major impression—to make a hit, a business gift should show some 
ingenuity. One way to be “different” is to combine a group of small 
items. Example: one organization is going to give each of its cus 
tomers a complete “wardrobe” of stretch sox 
plied your every 


“Just as we've sup- 
need throughout the year, here's a collec- 
tion of sox to fill your every need in that department during the 
coming year.” Since only one size of hose is needed with the new 
stretch sox, the only selection necessary is colors. 


DISPLAYS 
Point-of-Use Opportunities 
The growth of home recreation rooms presents a display opportu 
nity that is frequently overlooked by admen. The majority of home 
“rec rooms” sport some kind of point-of-purchase advertising, but 
it usually is the result of the display being passed along by a 
commercial outlet. If the display is a relatively costly one and has 
some special appeal (sports scenes, clocks, lamps, etc. ), chances 
are that it can be offered as a self-liquidating premium. If it’s inex 
pensive, extra copies can be produced for home use along with the 
regular run and offered free or for a label. 
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The female matrix from which plastic plates are 
made has the crucial role of faithfully retaining, and 
What every a | presi 
passing on to the male plastic plate, every infinitesimal 
detail of the pattern. And if you inspected Reilly 
shou id kn OW Plastictypes as carefully as our skilled checkers 


do, you’d realize that our patented female 


b t | Duramatriz has really earned its reputation for 
abou incomparable fidelity. That’s one of the key reasons 
: why every Reilly Plastictype retains the full 


routing depth of .055 in open areas. 
Perhaps you see now why we dare stand up and say ina 
clear and confident voice: Reilly Plastictypes will give more faithful 


newspaper reproduction than any other plastic plate money can buy. 


REILLY ELECTROTYPE—NEW YORK TU CTC rol al aol 


Other Divisions of Electrographic Corporation: American a2 | aad 
Electrotype, San Francisco ¢ Advance-Independent Electrotype, 

Indianapolis ® Lake Shore Electrotype, Chicago @ Michigan 
Electrotype, Detroit © New Haven Electrotype, New Haven 


Reilly Plastictype, Los Angeles © The Wrigley Company, Atlanta a 3 psN SS i ’ ¢ i i Pp 3 S 
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Changing a company name is far from an easy task. First of all, 


there’s the problem of selecting the right name. Then come a host of 


large and small details—everything from new uniforms for elevator 


operators to new signs and letterheads. 


By David Marshall 
Director of Public Relations Planning 
Farm Bureau Insurance Companies 


Columbus, Ohio 


Changing the name of a 219-mil- 
lion-dollar corporation with nearly 
3,000,000 “customers” isn’t as easy as 
most executives like to think. 

It isn’t that they think it’s simple 
they just don’t understand why it 
should be so difficult. 


Nothing to it. Just pick a good 


name, promote it, and you’ve done 
the job. Promoting a new name isn't 
too difficult, and if you do that cor- 
rectly you've done a good job. It’s in 
the picking that the trouble arises. 
Too often top management men, 
seeing themselves as experts in all 
things, sit down and in a more or less 
informal discussion—which some- 
times gets pretty heated—pick a new 
name. The trouble is that selecting a 
new name for a company, a product, 
or a service is an art unto itself, with 


O Change 


Allie 


overtones or undercurrents of psy- 
chology, anthropology, semantics, so- 
ciology and typography—no pastime 
for well-meaning, but misguided 
amateurs who keep rearranging their 
prejudices as names are blithely 
tossed out in all directions. 


> When the Farm Bureau Insurance 
Companies~—auto, fire, and life—of 
Columbus, O., decided they needed a 
new name they fortunately used the 
most scientific method yet devised. 

Simply put, the problem was that 
we had literally outgrown our name. 
We'd had it for 29 years but it just 
didn’t fit any more. In 1926 the Farm 
Bureau Mutual Automobile Insur- 
ance Co. was founded by the Ohio 
Farm Bureau Federation. Then in 
1934 we formed a fire insurance com- 
pany and in 1936 a life company was 
acquired. 
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Later, in separate jumps covering 
various groups of states, we expanded 
until today we operate in 13 north- 
eastern states and the District of 
Columbia. 

Three years ago we decided to ex- 
pand nationally. We couldn’t do that 
with our present name because out- 
side our operating territory there 
were nearly a score of other Farm 
Bureau companies. 

Two and a half years ago manage- 
ment decided to pick a new name and 
a new trademark and turned the as- 
signment over to the office of public 
relations. Because my job is to plan, 
coordinate and evaluate over-all 
public relations programs, the name 
selection and promotion assignment 
fell into my lap. 


>The first job was basic research. 
We combed all these sources for any- 
thing and everything they might have 
on name and trademark changes: 

Business, university and govern- 
ment libraries; schools of business; 
advertising agencies and trade asso- 
ciations; public relations firms and 
associations; management consult- 
ants; opinion research and psycho- 
logical research organizations; insur- 
ance industry trade associations; and 
trade magazines. 

We found plenty of material on 
product names and slogans and trade- 
marks; little on company 
changes. 


name 


We examined hundreds of corpor- 
ate names: personality names. prod- 
uct names, geographic names, gen- 
eral-use names, coined names; names 
coined by adaing suffixes, prefixes, 
diminutives, or just initials; coined 
by cropping letters, adding letters, 
dropping syllables, adding syllables. 


>In the search process we ended up 
by writing a new 90-page book on 
how to select a company name and 
trademark. Here are some things we 
found: 

There are three principal elements 
in the standard company name: the 
distinguishing family name; identifi- 
cation with the type of business, and 
identification of the form of organi- 
zation. 

e Many firms combine all three: 
Parker Pen Co. 

e A few omit the first, starting out 
with an identification of the type of 
business: Corn Products Refining 
Co. 

e Many omit the second element: 
Mennen Co. 

e A handful of companies omit both 
the second and third elements: Lib- 
by, McNeill & Libby. 


>The preponderant preference of 
top national advertisers today is a 
name based upon the name of one or 
more personalities identified now or 
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Box No. 1 


A Good New Name Should 


@ Be imaginative and distinctive but at 
the same time not be freakish. 
@ Be easy to pronounce, read, spell, 
hear and remember. 
e@ Be human and personal. Have popu- 
lar appeal. 
@ Be a family-type name which can be 
used across the board for present and 
future companies, subsidiary and asso- 
ciated companies. 
@ Be available. 
®@ Be readily identifiable over radio, 
television and telephone. 
@ Be brief. The shorter the better. 
Have proper connotations. 
Have a rebus quality. 
Have attention-compelling quality. 
Connote quality or impart status to 
the user, or suggest what the product or 
service will do or what it is for. 

Be as ageless as possible. 

Have a pleasant sound. 

Include a selling idea. 

Be easy to understand. Not technical. 

Be reasonably—but not too narrowly 
—descriptive of our services. 
@ Have a good, balanced appearance 
in type for maximum display value. 
@ Not be confusing with other names, 
companies, products or services. 
®@ Be self-contained. 
@ Have maximum advertising value; 
both scles and institutional. 
e Avoid hint of foreign origin. 
@ Avoid geographical terms. 
@ Avoid all the terms which are al- 


ready so over-worked in the insurance 
field. 


in the past with the business. Of 400 
top advertisers, nearly half of them 
use a personality name: Procter & 
Gamble—Bristol-Myers—Lever Bros. 

The second most popular type is 
the name which includes the com- 
pany’s trademark or principal prod- 
uct or line: Coca-Cola Co.—Barbasol 
Co. 


Third in favor among leading ad- 
vertisers are names having a geo- 
graphic derivation: Pittsburgh Plate 
Glass—Texas Corp.—Western Elec- 
tric. 

In fourth place is the class of names 
that indicate a broad variety of op- 
erations: General—Consolidated—As- 
sociated—Allied—Union. 

As the third element in the name, 
“Company” is the over-whelming 
preference of the leading national ad- 
vertisers. Second choice is Corpora- 
ton. A relative newcomer which 
seems to have possibilities is “Indus- 
tries.” 


> Legally, we had to retain the sec- 
ond element—identification with the 


\. 2 of business. Other parts of our 
ae could change. 

And so the search for the new name 
itself began. 

First, there are more than 2,600 
national insurance company names 
which could not be used. The list to 
keep away from ran all the way from 
Abington to Zurich and even included 
the Moral and the Vice insurance 
companies. 

It’s surprising that there was any- 
thing left to choose from. 


> The selection process itself was set 
down and included these five major 
steps: 

1. Set up a set of standards, require- 
ments or criteria which the new 
name should meet. 

2. Screen and sift and shake the 
names down to not more than about 
20. 

3. Get those field-tested by a psycho- 
logical group for association, learn- 
ing, memory, uniqueness and prefer- 
ence. 

4. Clear the final choice of all legal 
barnacles. 

5. Recommend a final selection to 
top management and the board of 
directors for approval. 

We then compiled lists of possible 
names. In all nearly 1,000 names 
were put down and then measured 
against 23 criteria (see box 1). 

Obviously, no one name could meet 
all those criteria but we did want a 
new name which would meet the ma- 
jority of the most important ones. 


> After a series of reductions in the 
number down to 100 and then to 50 
and finally to 20, the field testing of 
the names began. 

This was done by Dr. Ernest Dich- 
ter, president of the Institute for Mo- 
tivational Research Inc. (Croton-on- 
Hudson, N. Y.). Dr. Dichter and his 
corps of psychologists—who can find 
out why you like or dislike a name 
or a product even when you don’t 
know yourself (although you think 
you do)—conducted depth interviews 
with representative cross-sections of 
agents, employes, policyholders and 
the geneial public. 

Dr. Dichter found out not only 
people’s reactions to words—and 
some of them were very strange—but 
he also looked into the subconscious 
to find out what people want in an 
ideal insurance company and ideal 
agent and how these wants could 
help to be satisfied in a new name. 
Not an easy task. 


>To supplement and strengthen the 
original 23 criteria, the Dichter staff 
came up with 12 criteria. No new 
name, as they pointed out, could meet 
all of them. But any new name 
should be psychologically “in the di- 
rection of” meeting them (see box 2). 





The reactions to the 20 test words 
should be valuable to semanticists, 
advertising men, public relations 
specialists, and others who attempt 
to successfully communicate with the 
buying public. 

Words don’t always mean to the 
“man on the street’ what they mean 
to the communicators. Take a word 
like “Pathfinder,” well thought of 
by some of our management people 
who said it expressed the idea that 
the Farm Bureau companies were 
imaginative, progressive, pioneering 
companies. Some of that did come 
out in the free associations of the re- 
spondents, but there were many, 
many significant negative responses: 
e “Something new, not established.” 
e “Insecurity of investment.” 

e “Poor little lambs groping in the 
dark.” 

e “Cheap magazine read in barber- 
shops.” 

e “Boy Scouts.” 

e “Indians.” 


e There were strong feelings among 
management for Defender until the 
public said: “I don’t like to be re- 
minded of the Army, something in- 
flexible, too militaristic, someone 
who fights; insurance companies 
should be moving ahead, to me in- 
surance is not something to defend 
me against death but to build; makes 
me feel they will defend themselves 
against their own policyholders if 
circumstances warrant it.” 


Another name which had strong 
management support because it sig- 
nified the growth of Farm Bureau 
Insurance from insuring only farm- 
ers to serving all people was the name 
Town and Country ... until the pub- 
lic said: 

“A station wagon; a guy in eve- 
ning clothes letting a lady out of a 
car; ritzy; too exclusive; country 
club set; snobs; I wouldn’t buy their 
insurance, only the wealthy can af- 
ford it; trying to be smart instead of 
practical, hard-working or sincere; 
they’d have policies on skeet shoot- 
ing and plantations; be glad to be- 
long to the set if I really belonged to 
the set, but not by means of an in- 
surance company; refers to things 
that are over-priced.” 

After all the picking and choosing, 
the testing and re-testing, and the 
evaluation of the testing results, the 
new name for Farm Bureau Insur- 
ance was chosen: 

Nationwide Insurance 


>This name was chosen because it 
does these things: 

e Suggests a sound, strong, reliable 
company. It evokes associations with 
strength, solidity and national scope. 


e Suggests an established, familiar 


company. While the name is distinc- 


tive and different from competitive 
insurance companies, it has the fa- 
miliar ring needed, rather then 
sounding new and strange. 

e Implies stable continuity to policy- 
holders and prospects. It is seen as 
a natural reflection of the great ex- 
pansion of Farm Bureau’s size, sc »pe 
and services. 

e Implies favorable social status. 
People tend to respond to national 
companies more than local or reg- 
ional companies. 

e Suggests the stability and dignity 
of a service institution. Does not have 
gimmicky, frivolous or recreational 
associations. 

e Has auditory appeal. When seen 
it is well perceived, easily spelled 
and easily remembered. 

e Can be a family-type name which 
can be used across the board for 
present and future subsidiary and as- 
sociated companies. 

e Is brief—and also one word. Espe- 
cially valuable in publicity and ad- 
vertising. 

e Will stand up in use. Not subject 
to unfavorable abbreviations, mis- 
pronunciations or modifications or 
confusion with other insurance com- 
panies. 

e Is ageless. Doubtful that meaning 
would change or become outdated. 
e Is descriptive of our companies’ 
goal of national service. 

e Avoids all the terms so over- 
worked in the insurance field. 


Box No. 2 


e Has a strong, balanced appearance 
in type for maximum display value. 
e Has maximum sales advertising 
values. 


>There also are these special ad- 
vantages of the name “Nationwide”: 


1. It helps to answer “Why” our 
companies are changing their name. 
This will be a major consumer ques- 
tion. Nationwide helps to answer that 
question just by itself. It conveys a 
sense of natural continuity—that here 
is a company started by a few which, 
because of excellent products and 
services and because of the philoso- 
phy behind it, now is expanding to 
serve all. 


2. Nationwide also implies size and 
strength. People are uncertain about 
small, local or regional companies. 
But they have confidence in large, 
national companies; especially those 
whose advertisements they have seen 
in national magazines, or heard on 
radio and tv. 


3. Nationwide is all-inclusive. No 
one can feel “ruled out” by such a 
name, as city people could do with a 
name like Farm Bureau. Nationwide 
has no restrictive geographical, eth- 
nical, social, historical, economic or 
political boundaries. Everyone can 
feel that the companies are “on his 
side” insofar as the name is con- 
cerned. 


The Psychological Criteria 


1. Individual Character . 


. . Go naturally with the individual character of Farm 


Bureau. Associations evoked by the name should be in the direction of and in keeping 
with a non-profit association of policyholders based on service. 

2. Identification of Policyholders with the Company .. . Be in the direction of, 
or lend itself to association with, “on my side’ and general feelings of identification 


between policyholder and the Company. 


3. Stable Continuity .. . New name should be seen as a natural reflection of the 
great expansion of Farm Bureau's size, scope and services. 

4. Auditory Appeal . . . When heard, the name should be well perceived, under 
stood, visualized, remembered and easily pronounced. 


5. Respected Social Status . 


. . Should suggest a respected social status for the 


company and the implied policyholders; should avoid any connotations of dis- 
respected social groups, short-sighted bargain hunters, etc. 

§. Established . . . Should suggest an old, established company. The name, while 
distinctive and different from competitive insurance companies, should have a fa- 
miliar ring to it, rather than sounding new or strange. 

7. Reliable. powerful . . . Suggest a reliable, powerful company. The name should 
evoke associations with strength, solidity, wide national scope. 


8. Serious dignity . . 


. The name should evoke serious, stable, dignified—not 


gimmicky, frivolous, commercial or recreational associations. 


9. Favorable insurance as >%ciations . 


. Should either be linked with or have a 


good association potential with feelings of protection, security, peace of mind, 


permanence, and service. 


10. Visual appeal ... When seen, should be well perceived, visualized, remembered 


and easily spelled. 
1l. Stand up in use 
pronunciation or modification. 


. . . Should not be subject to unfavorable abbreviations, mis 


12. Family name... Should be an appropriate name for the entire family of Farm 
Bureau companies—insurance, housing, finance, radio stations, etc. 
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Once a new name 
had been selected 
the real work 


began... 
Thousands of 


items like... 


4. Nationwide expresses a sense of 
progress. It is a dynamic rather than 
a static word. It suggests motion, 
growth, progress. It has a robust, 
sweeping “we are the people” sound. 


5. Nationwide benefits from national 
pride. It has a feeling of “nation,” 
“America,” “The Stars and Stripes.” 


>From the very start of the new 
name search, we also worked on de- 
veloping a new trademark (more 
properly, service-mark in the insur- 
ance business). 

Thousands of companies today are 
competing for the eyes and ears of 
the public so that a distinctive sym- 
bol was needed with which people 
would immediately associate Nation- 
wide Insurance, its services and 
products. 

Nowhere is a good symbol needed 
more than in the insurance indus’ ry. 
Only one symbol stands out and has 
any real memory value—the Rock of 
Gibraltar; and that one basically is 
not good design. It has achieved high 
recognition value through years of 
time, effort and money spent to pro- 
mote it. When tested, the majority 
of people will mention it; but very, 
very few can name even one more 
insurance symbol. 


>A good symbol is one that stands 
up and talks right out loud. 


Before people become accustomed 
to them, most famous symbols are a 
bit startling. And it is this visually 


9167 
, FARM BUREAU INSURANCE 


Farm Bureau Mutual 
1] Auto. Ins. Co 

| Farm Bureau Mutual 
} Fire Ins. Co. 

Farm Bureau Life Ins. Co., 

Cojlumbus, 0 

AUTO? CASUALTY, 

FIRE AND LIFE 


“WHERE TO BUY IT” 
HOME & REGIONAL OFFICE 
Farm Bur Life Ins Co 246 N High CApt! 8-4711 
Farm Bur, Mut! Auto Ins Co 

246 N Higt 
Farm Bur Mut! Fire Ins Co 
246 N High CApt! 8-4711 


CApt! 8-4711 


SALES & CLAIMS 
Farm Bur Life Ins Co 246 N High CApt! 8-4711 
Towr, & Country Of 
3984 E Broad O0ug!as 3676 
Emeraency C Sund Evenings & 
CApt! 8-3805 


Holidays C ms Only 


telephone directory listings . 


36 * ar * September 1955 


large neon signs .. . 


arresting quality that all top-flight 
symbols—whether essentially shapes 
or pictures—have in common. The 
three Ballantine rings, for example, 
will attract a child long before he 
knows anything about purity, body 
and flavor—or beer, for that matter. 
Eye-catching design, though, is not 
enough. The right symbol must at- 
tract the wallet as well as the eye. 
Look again at the symbols you so 
well remember. Each accomplishes 
a double job: 
e Brings instantly to the eye an at- 
tractive and arresting combination 
of shape and color. 
e Brings instantly to the mind.a 
whole complex of unique associations 
about the product and company. 
To be good a symbol must meet 
certain basic qualifications (see box 
on page 38). 


>The trend today in symbol design 
is toward bold, clean, compact, sim- 
ple marks—and away from compli- 
cated shapes, backgrounds, figures 
and hand lettering that lose virtually 
all legibility in an effort to be dif- 
ferent. 

Simple marks meet the need for 
extreme legibility in this day of high- 
speed reading, driving, viewing and 
shopping. Finally, in selecting a sym- 
bol, originality must be exercised 
within some rather fixed limits. The 
assignment is more a challenge to 
restraint than to originality, wit or 
cleverness. 


Pe 


i.€ Smith & Corona 
Tt 


Netra sete bie 


Made in USA 


labels on office equipment .. . 


company car license plates . . . 


In arriving at our new trademark 
we used two design firms—Bernhard 
Studios (New York) and Manning 
Studios (Cleveland). We wanted a 
trademark which would be strong, 
solid, modern, dynamic and tied-in 
with the symbolism of Nationwide. 

Manning Studios developed the 
one we chose (See cut on page 33). 


>Our new trademark meets these 
essential criteria: 

e It is easily identified and easily 
remembered. 

e It is instantly legible and identi- 
fiable for today’s high-speed reading, 
viewing, driving and shopping. 

e It is masculine, strong and power- 
ful; suggesting a strong, powerful 
company. 

e It is stable, dignified and solid; 
suggesting an established, reliable 
company. 

e It is dynamic, active, growing; 
avoiding any suggestion of dullness, 
the status quo, or lack of expansion. 
e It is modern and forward-looking; 
avoiding the old-fashioned, or over- 
emphasis on the past. 


> It is designed for future require- 
ments and will not become obsolete. 
e It allows for extreme reduction 
and enlargement. It is well-propor- 
tioned and is legible when used as 
a spot or enlarged on a billboard. 

® Because of its line treatment, sim- 
plicity, boldness and simple color 
separation, it can be reproduced by 


embroidered names on uniforms 





kinds were used: hotels, a school, 
and motion picture theaters. Seating 
facilities ranged from 120 to 2,600. 
In our home office city, two down- 
town theaters were rented, with a 
total usable capacity of 5,000 seats. 
There our “actors” were seen on the 
regular movie screen. In smaller 
audience locations the screens were 
about 8x10’. 


>While BOTV was handling the 
physical arrangements we were writ- 
ing the script, selecting and coach- 
ing our “actors” (all top management 
people), preparing the visuals, run- 
ning a “teaser” campaign in our em- 
ploye publications, and making the 
hundreds of arrangements for getting 
our guests into 21 auditoriums no 
later than 10:45 a.m. that Wednes- 
day morning. 

Complete written plans were sent 
to each city including whom to in- 
vite, how to handle the community 
leaders’ luncheon, press luncheon in- 
structions, pre- and post-telecast 
publicity packets, marquee and 
showcard signs, a welcoming speech, 
how to distribute post-telecast book- 
lets, and even emergency procedures 
in case of video and/or audio break- 
down. 

Individual and group rehearsals 
began 10 days before the telecast 
with our president, six vice-presi- 
dents, and a member of the board. 
No one memorized anything. We 
used three Teleprompters (one on 
each of two cameras and one stand- 
by) and concentrated on coaching 
for delivery. 

The first full rehearsal was held 
the day before the telecast and an 
“on camera” dress rehearsal was held 
just two hours before the 11 a.m. 
showing. 


> The very nature of television gave 
us a chance to devise an advance em- 
ploye-relations program which kept 
all but a handful of top management 
guessing what would be released on 
the telecast. Teaser boxes ran in all 
the company publications for weeks 
beforehand. Teasers also were used 
on posters, in fliers, and as paycheck 
stuffers. 

Until a few weeks before, the em- 
ployes generally did not know that 
the show would be a closed-circuit 
telecast; and until the opening didn’t 
know it. concerned a new name and 
national expansion. 

In the final days before the tele- 
cast, the excitement around the place 
was so great that the public rela- 
tions staff began to fear that they 
might have over-promoted the show. 
>We need not have \v. :rried. The 
response was overwhelm 12. Wired, 
phoned-in and written r: sponses 
everywhere were unanil: us in 
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Box No. 3 


A Good Trademark Meets 
These Qualifications 


1, Legibility . . . It must be instantly 

legible and identifiable to be geared 
to today’s high-speed reading, view- 
ing, driving, shopping. This calls for 
clean, simple, bold design. 
Reduction-Enlargement .. . It must 
allow for extreme reduction and en- 
largement. It should be clean, well- 
proportioned, legible when used as 
a spot on a business card or big on 
a 24-sheet poster. 
Reproduction . . . It should be de- 
signed to allow for reproduction by 
any process on any material without 
losing its identity: coated stock, 
newsprint, metal, fabric, carton 
board. This calls for line treatment, 
simplicity, boldness, simple color 
separation. 
Color separation . . . It should be 
designed in black-and-white. Color, 
when added, should not change the 
basic identity of the black-and-white 
mark. Complete color separations 
should be worked out in detail. This 
means color separation worked out 
for using the mark on a white back- 
ground, on color, and on a black-to- 
white value scale. 
Utilization . . . To keep it from be- 
coming obsolete, it should be de- 
signed to meet future requirements. 
A good symbol is a good symbol on 
a package, a poster, a letterhead, 
television, counter cards, car cards, 
magazine ads, matchbooks, calling 
cards, and pamphlets. These differ- 
ent media have different exposure 
speeds, different viewing distances, 
different competition. To be fully ver- 
satile the symbol must be simple, 
bold, compact. (Incidentally, the 
more nearly square a design, the 
larger a mark can be on a limited 
surface area. ) 

Unification . . . Where many prod- 
ucts are involved, they should be 
tied together with a master symbol. 
Too many totally unrelated symbols 
dissipate a message and money. It's 
hard enough to do the real job with 
only one. 


praising the show, the “actors” and 
the information given to everyone. 
Following the show employe and 
agent morale reached a new high. 
The companies’ community relations 
improved, and our news bureau has 
been swamped with press clippings 
from newspapers and national maga- 
zines. Newspaper columnists called 
the show better than the GM Motor- 
ama. 

Afterwards our people said to all 
those who had worked on the whole 
name project: “Now you can relax.” 


But actually, the name change job 
had just begun. 


> Now we’re working day and night 
on the huge job of getting ready for 
the changeover and promoting the 
new name in all ways we can. 


e The secretary’s office is working 
on the redesigning and preparation 
of some 4,000 items—2,800 of which 
are external forms of all kinds. We’re 
using the name change opportunity 
not only to redesign all the external 
forms but also to revise copy and 
make them more readable and more 
human. 


e The office of sales is getting ready 
thousands of new sales promotional 


folders, agents signs, posters, and 
the like. 


e The office of actuarial has devel- 
oped a new, simplified policy which 
will not only be easier to read and 
understand, but which is illustrated 
to help the policyholder understand 
what he is and isn’t protected against. 
This policy will go into effect at the 
same time as the new change—Sep- 
tember 1, 1955. 


e The office of public relations is 
putting together a program which 
will include: contests for employes, 
publicity campaigns, use of exhibits, 
luncheons, community dinners, press 
meetings, sign unveilings, open 
houses and tours, an advertising 
campaign, motion pictures, advisory 
committee of policyholders’ meetings 

in fact, anything and everything 
the staff will have the time, money 
and people to do. 


> Our job is not simply to get people 
to stop calling us Farm Bureau 
Insurance and start calling us some- 
thing else. Our new name Nation- 
wide Insurance has got to be 
publicized in such a way that our 
companies will not lose the millions 
of friends who for years have re- 
sponded personally and affection- 
ately to the old name. 

At the same time, to people who 
have never heard of Farm Bureau 
Insurance, we have got to impress 
the new name immediately as a sym- 
bol of service and cooperation and 
quality. We must do nothing that 
will lead the public to believe that 
a change in name implies a change 
in the company character. 

Our companies’ principles and 
objectives remain the same: people 

and that especially means all 
employes, agents and policyholders 
count for more than things. The com- 
panies are still in business to help 
people help themselves, and not just 
to make a profit. 44 





the paint job on trucks .. . 


any process on any material without 
losing its identity. 


> After the selection of name and 
trademark there came the even 
bigger job—introducing both to all 
our internal and external publics. 
With our employes and agents we 
had to overcome the natural feel- 
ings of warmth and nostalgia for the 
name Farm Bureau Insurance with 
which they had so many favorable 
associations for so many years. 

Obviously the real feelings of the 
agents, particularly, about the new 
name would have an important in- 
fluence on the reactions of the pol- 
icyholders and prospects. 

What we needed was a careful, 
consistent, and immediate (to beat 
the grapevine) educational campaign 
to win the employes and agents—to 
win not only their passive acquies- 
cense, but more important, their 
whole-hearted and enthusiastic sup- 
port in the field. 


> We studied various ways this could 
be done and discarded most of them. 
We concluded that the swiftest, most 
direct, most dramatic, most effective, 
and at the same time one of the least 
costly ways to do this would be 
through a closed-circuit television 
show to all agents, employes and 
families (plus community leaders 
and the press) throughout our 13- 
state operating territory. 

The advantages to using closed- 
circuit television were many: 
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thousands of yellow pencils . . . 
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special brand of carbon paper... 


e Tv would lend drama, excitement 
and impact to national expansion and 
name change. 

e It would emphasize the importance 
that top management attaches to the 
name change. 

e All personnel would get exactly 
the same information at exactly the 
same time in exactly the same way— 
reducing misunderstandings, grape- 
vine rumors and gossip. 

e All company personnel would see 
and hear for the first time in many, 
many years top management in ac- 
tion. 

e This personalized approach would 
be more stimulating and effective 
than a printed explanation. 

e The psychological impact of the 
expansion and name announcement 
would be considerably heightened 
by this spectacular means of com- 
munication. 

e And, because this would be the 
first time an insurance company 
would use closed-circuit television 


lettering on office doors . . . 


for a company-wide meeting, Farm 
Bureau Insurance would gain pres- 
tige and highly favorable publicity. 
We have nearly 6,000 employes 
and almost 4,000 agents, and closed- 
circuit television reached them, their 
families, community leaders and 
some 700 media people in one mass 
meeting for about $2.35 a head. 


>It took us two months to get the 
55-minute closed circuit telecast 
ready for the cameras. These techni- 
cal preparations did not involve top 
management except for the basic de- 
cision to use tv and to approve the 
script. 

As a producer we used Box Office 
Television Inc. (New York). BOTV 
made all the outlet arrangements, 
got the A.T.&T. long-lines cleared, 
and handled the production and tele- 
casting from the WLW-C studio in 
Columbus. 

In the 21 cities where the telecast 
was seen, 22 auditoriums of various 
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“A” for Sewing 


Housewife participants practice up on their sewing as they near 


the finals in Mrs. America contest, where homemaking skills now outshine glamor. 


... beauty takes a back seat 


By Ted Sanchagrin 
AR Eastern Editor 


On the introductory page of this 
year’s Mrs. America promotion man- 
ual there’s a paragraph directed to 
contest chairmen which reads, 
“Don’t be discouraged if results and 
entries don’t start popping immedi- 
ately. Things may be slow getting 
started. Past experience proves that 
once it starts getting momentun, it 
builds up to an avalanche.” 

If the sponsor, Mrs. America Inc. 
(New York), has developed a phi- 
losophy about its promotion, it’s 
summed up in that paragraph. When 
the contest was launched 17 years 
ago in Asbury Park by Bert Nevins, 
managing director of Mrs. America 
Inc. (New York), it was a competi- 
tive imitation of the Miss America 
contest in nearby Atlantic City. 

For a number of years Mrs. Amer- 
ica was mistakenly considered the 
married counterpart of Miss Amer- 
ica and the female counterpart of 


Mr. America, contests often held on 
the same weekend and coupled by 
editors handling contest publicity. 


> Within the past several years the 
Mrs. America promotion has become 
a proven publicity and merchandis- 
ing event. Today it stands on its own 
various state eliminations and the 
national finals in Ellinor Village 
(Fla.). It’s no longer a beauty con- 
test. Mrs. America Inc. has gradu- 
ally disassociated the beauty angle 
from it in the last three promotions. 

Underneath the facade of a con- 
test is a promotion representing the 
efforts of a dozen national manufac- 
turers who sponsor it. The main 
sponsor of Mrs. America is the 
American Gas Assn., which puts into 
it upwards of $50,000 annually. 

Other sponso:'s contribute at least 
$10,000 each. In the eliminations the 
national finalists use the advertised 
products of the sponsors. These prod- 
ucts range from foodstuffs to appli- 
ances. 


>From year to year the co-sponsor 
list changes. This year co-sponsors 
included Better Living Magazine, 
National Assn. of Home Builders, 
which repeated its participation, and 
the Domestic Range Div. of the Gas 
Appliance Mfrs. Assn., a newcomer. 

While Proctor Electric Co., Nec- 
chi-Elna Co., Sabena Belgian Air- 
lines, Whirlpool Corp. and the Alu- 
minum Cooking Utensil Co. of 
America were new co-sponsors, re- 
peat participations came from Amer- 
ican Kitchens Div. of Avco Mfg. 
Corp., Greyhound Corp., John Wood 
Co., Milner Products Co., Robert- 
shaw-Fulton Controls Co., Servel 
Inc., and Witkower Press. 

Sabena handles Mrs. America’s 
European tour. Witkower turns out 
such items as ‘‘Mrs. America’s 
Homemaker Guide’’ and ‘‘Mrs. 


America’s Cookbook.” 


>Like any such contest, the gen- 
eration of enthusiasm for such a 
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promotion decides its success or 
failure. This is where the 17-year 
experience of Mrs. America has paid 
off. 

Its how-to-do-it manual for con- 
test chairmen, compiled by Mrs. 
Ameiica Inc.’s director of merchan- 
dising, Jack Delaney, represents a 
distillation of trial and error since 
the contest’s Asbury Park days. The 
manual, 76 pages long, mentions 
foremost: 

“Don’t be afraid to go after pub- 
licity—in the newspapers, on radio, 
or on television. Editors and pro- 
gram directors are glad to get items 
of local interest that are news. 
They’re looking for it.” 


> Candidates fill out an official ap- 
plication. Then they are given an 
official entry blank by the gas com- 
pany or its designated co-sponsors 
or representatives. This entry blank, 
five pages long, mentions a two-week 
stay in Ellinor Village for finalists 
and their husbands and $15,000 in 
prizes to the winner. 

Typical questions: 
e Were you ever separated from 
your husband? 
e How does your husband feel about 
your entering the Mrs. America con- 
test? 
e List your favorite menu for a com- 
plete day’s meals for your family. 

How a state finalist prepares this 
menu and her faverite recipe at the 
contest in Florida weighs heavily in 
the final selection of Mrs. America. 


>The manual includes suggested 
newspaper releases, letters to per- 
sonnel directors of plants and busi- 
ness organizations to obtain entries, 





Dignity Reigns . . . Even in publicity pic- 
tures of Mrs. America 1956, cheesecake 
was replaced by the regal dignity accorded 
the homemaking competition. 
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releases for company publications, 
radio and tv spot announcements, 
committee member and contestant 
tv interview scripts. 

Several of the more successful 
Mrs. America contests were con- 
ducted with local tie-ins, the manual 
mentions, and suggests: 
eIn some large cities the home 
shows accepted co-sponsorship with 
the gas company and paid 50% of 
the cost of Mrs. America’s services 
and transportation to open the show 
and crown the state winner. 

e In one large city a leading news- 
paper accepted co-sponsorship with 
the gas company and contributed 
approximately $20,000 in editorial 
support to the Mrs. America contest. 
e In many areas tv stations had con- 
testants appear as guest stars on sta- 
tion programs. Contestants were 
generally invited to appear on a 
local cooking school or woman’s 
program. 

e Radio can definitely play an im- 
portant part in obtaining entries and 
publicizing the Mrs. America con- 
test. Several gas companies ran ads 
suggesting that readers tune in to 
the radio stations for full details. 

e Theaters offer an ideal location 
for the Mrs. America contest. In 
many instances the theaters offered 
the gas company the use of the the- 
ater and permitted it to display a 
gas range and other appliances to be 
awarded to the winner. 

e Hotels sometimes provide free ac- 
commodations to entrants in the 
state contest during the state finals. 
Gas companies agreed to make the 
hotels official headquarters during 
the contest. 

e Since the long, straight bake-offs 
can get rather dull for spectators, it 
is well too plan a couple of inter- 
missions during which the local 
dancing school will entertain the 
audience. If your town has an 
Arthur Murray studio, be sure to 
contact it. 

e An excellent promotion scheme 
that worked well for one gas com- 
pany was the invention of a new 
cake recipe, named the Mrs. State 
Cake. The recipe was given to a 
bakery. The bakery tied in the cake 
advertising with the gas company 
and the contest. Restaurants did the 
same. 

> Emphasizing the homemaker ap- 
proach of the contest instead of the 
beauty aspect, the 1956 promotion in 
Ellinor Village made a complete de- 
parture this year. For the first time 
in 17 years, the contestants did not 
appear at any time in bathing suits. 

The break from this traditional ap- 
proach has been more or less grad- 
ual. Mrs. America 1955 (Wanda 
Jennings) appeared in a swimsuit on 
infrequent occasions. Mrs. America 





Infrequent Glamor . . . Only occasionally 
did Mrs. America 1955 appear in a 
swimsuit. She was the first homemaking 
winner selected at Ellinor Village 


1954 (Mrs. Erna Snyder of Kutz- 
town, Pa.) was the forerunner of 
the new approach. The °54 promo- 
tion was the first at Ellinor Village. 

In the latest contest, each con- 
testant, from 48 states and the Dis- 
trict of Columbia, was assigned an 
identical modern home with the 
same kitchen, appliances, foods and 
implements. 

With these tools, the finalists com- 
peted for such awards as the best 
breakfast, dinner, best seamstress, 
best starching and ironing assign- 
ment, best refrigerated dish, best 
housekeeper, best baking, all- 
around menu. 





>Contestants were reminded that 
though they receive individual cate- 
gory awards, it did not necessarily 
mean they were ahead of other con- 
testants. The finalist was selected for 
all-around ability, and did not have 
to win in any one special skill. 

Mrs. America 1956 (Ramona Deite- 
meyer, Lincoln, Nebr.), whose hus- 
band, Carl, is managing editor of 
Nebraska Farmer, an agricultural 
magazine, will make a number of 
personal appearances throughout the 
year at home shows, gas utility com- 
panies, women’s clubs, sewing and 
cooking schools. 

In the fall she and her husband 
will tour Europe via Sabena, visiting 
homemakers and groups abroad. This 
trip is part of $15,000 in prizes she 
receives as the latest Mrs. America. 
Prizes include a new gas kitchen and 
laundry, a DeSoto sedan, automatic 
gas water heater, gas range, gas re- 
frigerator, g-< incinerator, automatic 
washer and gas dryer and cabinet 
and portable sewing machines. 44 
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SPARK IMPULSE SALES! 


Lustour Brilliant paper labels sell! They are; Lustour 
a will go for our 


skill plus a sensational new paper. Whiter white stays 
EXECUTIVE SERVICE! 


whiter... colors are brighter! Hard, mirror-like 

Try it! Let us help er ere Oe ie oe rarer 
; surface resists abrasion, dust, soiling—eliminates 
you now, in the planning 
phase, to solve your label 
aM OO Tem LTO] Tee your shelf product ... call Lustour, ask for Lustour Brilliant! 


nearest you, or write. 


varnish . . .“‘off colors’! For the paper label to sell 


LUSTOUR CORPORATION 
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By Lawrence G. Chait 


As we look at all kinds of adver- 
tising today, we can divide what we 
see into two basic kinds—“on-the- 
shelf” advertising and “out-of-the- 
rocker” advertising. 

“On-the-shelf” advertising serves 
the primary purpose of building a 
reasonable climate of acceptance for 
products which stand before us— 
literally “on-the-shelf” when we en- 
ter a grocery store, supermarket, 
drug store or other retail outlet. 

On the other hand, “out-of-the- 
rocker” advertising is designed to 
sell products which do not normally 
confront the buyer. In this case we 
find our prospect at home, sitting in 
his easy chair. 


> Let us say that we want to sell the 
gentleman in question an automo- 
bile. Obviously, no one visits an au- 
tomobile dealership every day in the 
week, as they do in the case of going 
up to the grocery store to pick up 
a quart of milk or a pound of butter. 

Our problem here is one of setting 
the prospect into motion along untrod 
paths. Our advertising must develop 
maximum impact, must move our 
prospect into specific action in a spe- 
cific direction. It is precisely in this 
connection that direct mail advertis- 
ing is used most successfully to move 
a prospect to do something he does 
not usually do. 


“Out-of-the-rocker” products are 


A leading authority discusses 
“out-of-the-rocker” selling ... how 
to evaluate lists . . . 


and some 


thorny problems that beset users 
of direct mail. 


A New Look at 


DIRECT MAIL 


mostly products which require sub- 
stantial description. Sometimes they 
are intangibles — services, editorial 
products, etc. Many times they are 
expensive or “big ticket’ consumer 
goods items. 


>In order to sell merchandise of this 
kind, it is necessary that we think 
of our prospects as people—and that 
we know a great deal about their 
motivations and responses. 

Beyond that, it is essential to know 
a great deal about the usefulness of 
our product and to be able to define 
its properties clearly, so that by com- 
bining definition of product and 
definition of market in terms of peo- 
ple we can begin to do an effective 
sales job. 

This is a characteristic of direct 
mail which has been too little un- 
derstood. The more we understand 
the basic advantages of any specific 
advertising medium, the better 
equipped we will be to discuss the 
technical aspects involved in its ef- 
fective use. 

One of the important technical 
guideposts for the user of direct mail 
advertising is knowledge about the 
research findings that the industry 
has at its disposal. 


>Here is a ten-point description of 
the receipt, readership and effective- 
ness of direct mail advertising, which 
was prepared by Huntley Geddes, 
market research director of R. L. 
Polk & Co.: 


1. The average number of pieces of 
all types of mail received per day 
by medium and upper income fam- 
ilies is about 3.2. Contrary to popular 
opinion, consumer direct mail adver- 
tising is not buried in a large volume 
of mail. Spread over all families in 


About Larry Chait . . . Past-president of 
the Direct Mail Advertising Assn., Law 
rence G. Chait is one of the country’s top 
authorities on direct mail. Formerly di- 
rector of list research for Time Inc., Mr 
Chait is presently director of sales plan 
ning and analysis for the direct mail divi- 
sion of R. L. Polk & Co Detroit Thi 
article was digested from Mr. Chait’s 
speech at the Direct Mail Advertising 
Management Institute held at the Uni 


versity of Illinois in June 
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DMAA Convention for Both Workers and Thinkers 


An “on-the-scene” fill-in on many of the questions and problems raised by Mr. 
Chait’s article will be available te users of direct mail at the Direct Mail Advertising 
Assn. annual convention, to be held in Chicago, Sept. 12-14. 

Both a workers’ and thinkers’ meeting, the 1955 DMAA convention will offer 
down-to-earth sessions on the mechanics of direct mail as well as thought-stimulating 
meetings for those who want a fresh insight into the functions of the medium. 

Highlights from the program include: An address by Sen. Olin D. Johnston, chair- 
man of the Senate Postal Affairs committee, who will discuss what regulatory 
legislation faces the industry in the immediate future; the keynote address by 
Leonard J. Raymond, Dickie-Raymond Inc., “Direct Mail Looks to the Future.” 

Sessions on how to write successful letters and how to produce direct mail eco- 
nomically; specialized clinics devoted to such topics as lists, fund-raising, etc.; a 
specialized session on industrial direct mail and one on mail order; the place of 
direct mail in the coordinated advertising program and informal roundtable discus- 
sions devoted to copy, letters, catalogs, lists, color, ad promotion, selling to dealers, 


etc. 


In addition there'll be an exhibit of the best direct mail campaigns of the past 
year, free copies of all convention speeches and informal cocktail and luncheon 
and dinner meetings to provide an opportunity for convention-goers to swap 


experiences and get acquainted. 


The city—Chicago. The place—Hotel Morrison. The dates—Sept. 12 to 14. 


the U. S., there is only about one 
piece of mail per day. 


2. In from 70 to 75% of the cases, 
housewives are the first persons in 
the family to receive the mail. Near- 
ly half of these women save direct 
mail and give it to the addressee. 
About 35% decide if it is important 
or of interest to the addressee and 
act accordingly. About 19°% usually 
throw it away at once. 


3. From 40 to 65% of receivers re- 
member getting direct mail advertis- 
ing pieces. This recognition of indi- 
vidual pieces builds up as mailings 
are repeated, with recognition climb- 
ing up to more than 80% in some 
cases. As a rule, recognition runs 
slightly higher among business firms 
than families. 


4. Dealer identification, where the 
recipient remembers who sent the 
piece, varies considerably. Among 
those who recognize a mailing piece, 
from 50 to 75% remember the adver- 
tiser who sent the piece. 


5. The amount of multiple reader- 
ship of mailing pieces within an en- 
tire family is significant. From 1.5 to 
3 persons in a household will see a 
given mailing piece, depending on 
the subject of the advertising and the 
quality of the advertisement. 


6. Among those who recognize a 
mailing piece, 75% will read the offer 
on the inside of the mailing piece. 


7. About 50% of those who recognize 
a mailing piece remember reading 
the back of the folder after one mail- 
ing; after five mailings 90% of those 
who recognize the piece remember 
reading the back. 


8. After one mailing 60°, of those 
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who recognize a mailing piece cor- 
rectly identify the advertiser or lo- 
cal dealer who sends it; after five 
mailings, 77% correctly identify the 
advertiser or dealer who sent it. 


9. Owner prejudice, reluctance to 
pay attention to advertising of a 
brand competitive to the brand now 
owned, is apparently a significant 
consideration in the admitted recall 
of a direct mail advertisement. 


10. In unaided recall studies, direct 
mail almost invariably receives very 
high mention. This simply confirms 
the obvious fact that someone has 
to see and identify every piece of 
mail received. 


> Another technique the user of di- 
rect mail advertising must have 
knowledge of is the use of lists. In 
this category there are five points 
to be considered. 


1. Selectivity of market. 

As we have moved into the period 
of greater competition for sales in 
these last few years, the mass con- 
sumer goods advertisers have begun 
to recognize that it is not enough 
simply to have advertising talk to 
everybody. There are few products 
that can sell to everybody. 

And so we have begun to see that 
great national advertisers have be- 
come interested in direct mail and 
in mailing lists which might provide 
them with a high degree of individual 
prospect selectivity. 

Such advertisers want to talk in 
terms of prospects identifiable by 
name and by purchasing character- 
istics and residing in areas of dealer 
convenience. In other words, they 
face the problem of skimming away 
the bottom portion of their market 
because they want to talk to an upper 


rather than a lower portion of the 
total consumer market when they 
use direct mail. 

Life magazine is a good example 
of a product which fits into this 
category—a product that can sell to, 
let me say, the top 74 of the consumer 
market of the nation. 


2. Mailing lists for specialized prod- 
ucts and services. 

In this area the problem is quite 
different. Here we are talking about 
portions ranging from almost zero 
to % of the national consumer 
market. 

For this purpose you require in- 
tense selectivity in your choice of 
lists, and at the same time you are 
favored with the fact that direct mail 
enables you to achieve this selec- 
tivity to a greater degree than any 
other advertising medium. 

In direct mail selling of specialized 
products and services you must think 
in terms of list segments which you 
can put together to do a total job 
for you. Following is a check list of 
10 items useful in evaluating mailing 
lists for this purpose: 

e Age of the prospects involved. 
Sex. 

Job title or profession. 

Income or financial status. 
Education. 

Family status. 

Home or farm ownership. 
Indicated interests, hobbies, etc. 
Indicated previous desire for or 
affinity to similar products. 

e Type of business and /or business 
rating. 


3. Major mailing lists sources and 
practices. 

My own cataloging of major mail- 
ing list sources covers 10 items as 
follows: 

e Official records, such as automo- 
bile registrations, birth records, li- 
censes for marriage, property owner- 
ship, etc. 

e Telephone books — alphabetical, 
classified and criss-cross. 

e City directories. 

@ Membership lists. 

e Trade, industriai and special di- 
rectories. 

e Clippings from newspapers, maga- 
zines, etc. 

e Customer lists. 

e Inquiry and contest lists, etc. 

e Area canvassing. 

e Miscellaneous source material, 
such as salesmen’s call reports, con- 
vention rosters, questionnaires, etc. 


>Similarly, my check list of major 
mailing list practices includes five 
items: 


e Compilation from various sources. 
e Rental from list owners or through 
mailing list brokers. 

e The outright purchase of lists. 
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ANNUAL REPORTS 


Supertuff is worthy of your prod- 
ucts . . . and your sales story... 
reflects quality and retains fresh 
crisp appearance. 


Supertuff puts “best food for- 
ward” ... wears like a moose 
sirloin. 


Supertuff shouts or soothes as 
you like . . . but always with 
well-mannered conviction. 


* Supertuff gets attention 
because obviously it deserves 
attention . . . your message 
looks important. 


Supertuff gives ‘em that solvent 


look . . . in colors or black and 
white. 


Supertuff Coated Cover is the quality stock for 
every job that has to “come off well.” Folds and 
cuts cleanly . . . reproduces color and fine screen 
halftones faithfully . . . behaves equally well for 
letterpress or offset printing . . . takes varnish or 
lacquer . . . and wears and wears and wears! 
Write for a free Supertuff Demonstration Kit. 


THE APPLETON COATED PAPER COMPANY 
1200 North Meade Street 


APPLETON, WISCONSIN 
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Psst! Get An Adverkit! 


Plan colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
samples. 


Create action-getting, best-of-industry mail- 
| ing pieces from a new selection of Jumbo 
| Cards, Flash Bulletins, Cartoon Letterheads, 
| Eye-Stopper Envelopes, and Gimmick Mail- 

ings. 


| All AdverKit items created and pre-printed 

by American Mail Advertising. Your sales 
| message easily added using any office du- 
| plicator. 


| Mail $2.00 for your AdverKit—refundable 
on first order. 


AVAL ML Me ae 


INCORPORATED 
610 Newbury Street, Boston 15, rang 
Tel. COmmonwealth 6-7540 
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e Exchange of names between col- 
leagues or competitors. 
e The use of house lists. 

I don’t mean to imply that these 
items cover the whole field of mailing 
list sources and practices, but they 
might provide a convenient check 
list. They are the items deserving 
consideration in analyzing the areas 
of availability for a given mailing 
list program. 

The United States is apparently 
the best organized country in the 
world, as you can readily determine 
by referral to that very valuable 
volume called, “National Associa- 
tions in the United States.” Here 
you have access to literally tens of 
thousands of local, state, national or 
regional membership lists, all of 
them serving some purpose in rela- 
tionship to individual items offered 
for sale through the mails. 

The point is that within the avail- 
able framework of mailing list 
sources and practices, no one need 
fear but that he can use direct mail 
advertising as a very selective adver- 
tising medium indeed. Although the 
available sources and practices are 
not in every case all that can be de- 
sired, with a little ingenuity direct 
mail can be made to pay its way into 
the home of the ultimate recipient of 
direct mail advertising. 


5. Certain special and thorny mail- 
ing list problems. 

There are four fairly serious mail- 
ing list problems which continue to 
plague all direct mail advertisers. 
They might be summarized as fol- 
lows: 

e Duplication—both intra and inter- 
list. 

® Change of address, including 
change in employment status and job 
title. 

e Incorrect address—the sheer prob- 
lem of mechanical accuracy in ad- 
dressing. 

e The deceased, hospitalized, etc. 

Undoubtedly, each of these items 
plays its part in lessening direct mail 
effectiveness. It is, after all, a pretty 
frustrating business to apologize to 
your prospective customer for the 
mistakes he finds so difficult to un- 
derstand. How do you, for example, 
explain to the man who has sent you 
15 copies of the same letter he has 
received from you on the same day? 
Certainly, you can make all manner 
of explanation, but in the process the 
public relations of your firm must 
suffer. 

It is easy to point out that pos- 
sibly 35% of all addresses of individ- 
uals do change in the U. S. in the 
course of a year in one manner or 
another. People do change jobs, resi- 
dences, etc., but it is difficult for 
our mail to carry the personal feel- 
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bound in 


HARD COVERS 


compliments your products, adds 
prestige to your company, puts 
you ‘way ahead of your competi- 
tors. 


Call CA 6-3415 


Write Dept. AR for your free copy of 
**The Challenge to your W astepaper Basket”’ 


'BLISHERS BOOK BINDERY, INC. 


Kenneth W. James. Pres 
148 LAFAYETTE ST.. NEW YORK 13.N.Y 
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Pinpoint Your Market With 


“STRATIFICATION” 


SELECTION Income 
by Rental or 
Home-Valuation 


Send for complete information 
OVER 12,000 OTHER LISTS 


Current . . . Accurate . . . Dependable 


| ALLISON MAILING LISTS, INC. 


Murray Hill 
8-6500 


400 Madison Avenue 
New York 17, N. Y. 


Send for Brochure “A” 
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AR’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
age, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, materials, equipment, 


supplies. 


Get in AR! 





ing we want it to have and yet con- 
tain these mistakes. 


> Certainly I don’t want to suggest 
that these problems can be solved 
quickly or easily, without expense. 
A few years back Time Inc., spent 
some $85,000 in what was simply a 
pilot effort to eliminate duplication 
from the mailings. 

At the conclusion of the experi- 
ment, Time Inc. had to resolve that 
within the framework of existing list 
practices it simply was not economic 
to eliminate inter and intra-list du- 
plications. 

One result of the experiment, how- 
ever, was the decision to seek out 
the very large national mailing lists 
which were unduplicated within 
themselves. In this way, by reducing 
the number of lists used, it was pos- 
sible to substantially solve the prob- 
lem of duplication. 


>A possible solution to these thorny 
problems would be the setting up of 
some sort of auditing procedure on 
direct mail circulation lists. In fact, 
this idea has been proposed for 30 
years or more, and it is astounding 
that so many years have passed 
without an acceptance by the indus- 
try of the idea of some audit system. 

I don’t mean to suggest that we can 
eliminate duplication or incorrect 


addressing or all resentment through 
the simple process of founding an 
Audit Bureau of. Mailing Lists. On 
the other hand, I do feel that if mail- 
ing list recommendations were ac- 
companied by an affidavit as to the 
condition of the list, or by an outside 
audit, we might begin to make some 
major in-roads into solving these 
besetting problems of direct mail ad- 
vertising. 44 


Folder Relates Story 
Of One Small Mailer 


“How Small Can a Mailer Be?”, 
published by Inserting & Mailing 
Machine Co. (Phillipsburg, N. J.), 
tells the story of what mechanization 
meant to one small mailer. The 
folder has a comparative study of 
hand method and mechanized mail- 
ing fulfillment by Blue Cross Hos- 
pital Service (Kansas City, Mo.). 

In a projected savings report pre- 
pared by the Service’s methods 
department, it was pointed out that 
the machine was purchased primar- 
ily for the mailing of 17,365 direct- 
pay notices each month. Former 
hand methods of mail fulfillment re- 
quired 198 man-hours and cost 
$205.92 each month, an annual cost 
of $2,471.04. 
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Cupples-Hesse EMBOSS-A-TONE envelopes are sure-fire 


attention getters for direct mail. 


A machine using two operators re- 
quired a total of 11 man hours per 
month. The cost of their time plus 
the machine rental cost resulted in 
an annual total cost of $341.88. The 
department figured an annual sav- 
ing of 86% or $2,129.16. 

The folder describes other ways in 
which the mailer is being used by 
Blue Cross Service, and other uses 
of the machine, which gathers up to 
six enclosures of varying size, stuffs 
them in envelopes, seals, meters 
postage or prints indicia, counts and 
stacks. 


For your copy circle No. 517 on the 
Readers’ Service Card inside back cover. 





Not just embossed, 


not just solid color, but a beautiful combination of 


color and texture unlike anything you've seen. 


SEE THEM AT BOOTH 60, AT THE DMAA CONVENTION — 
or mail the coupon today for your samples. 


CUPPLES-HESSE CORP. 


Name 


Firm Name & Address 
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3633 MICHIGAN AVE., DETROIT 16, MICH. 
1483 KEOSAQUA WAY, DES MOINES 14,IOWA 


4175 N. KINGSHIGHWAY, ST. LOUIS 15, MO. 
Yer ix send me EMBOSS-A-TONE envelope samples. 


Title 
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This Company Knows 


Its Direct Mail Pays 


Anderson Brass Works (Birming- 
ham, Ala.) is convinced its direct 
mail program packs plenty of power. 

The conviction results from a 
check-up the company made when 
it began to wonder if its five-year- 
old monthly folder, “Outdoor Trails,” 
might have outlived its usefulness. 

Unknown to the advertising spe- 
cialty firm (Brown & Bigelow) which 
created the folder, Anderson Brass 
mailed a letter to the 3,500 persons 
on its list, stating it was considering 
making changes in the five-year-old 
folder. A questionnaire was included. 
The mailing was made on Dec. 10, 
1953, and the results were tabulated 
Dec. 21. 

Despite the fact the letter was 
mailed separate from the folder, 1,447 
replies were received—that’s 41.3%, 
a high percentage of return in any- 
one’s book. 

Of the 1,447 who replied, 1,093 said 
they read the folder completely, 240 
saved their copies, 888 passed theirs 
along to others, and 648 asked for 
further product information. 

“Outdoor T:ails” is a 4x8” piece 
with an outdovr sports picture and a 
three month date pad on the cover. 


Not-So-Direct Mail 


People at Minneapolis-Honeywell 
don't get impatient if replies to direct 
mail pieces are slow in coming. 
They‘ve learned better. 

Recently, M-H received an inquiry 
based on a direct mail piece that had 
been sent 
about 


22 years ago. Curious 
the delayed reaction, M-H 
checked through its files and un- 
covered a batch of reader requests 
for a variety of control equipment 
that averaged 18 years from the time 
of the original mailing. 

Moral: Clear off your desk top, 
daddy, who knows what you'll find 
underneath? 


The first fold has copy on a specific 
Anderson product—bronze and alu- 
minum power connectors, fittings, 
bus supports and aluminum suspen- 
sion and strain clamps. The full 
spread carries an illustrated piece on 
hunting and fishing and a wild-life 
sketch. A sales representative roster 
makes up the back of the folder. 

J. L. He } derson general 
sales manag uo condi 1 the 
check-up, is « onvinced f .re- 
sults that direct moil | aff it 
takes to sell. 44 
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Visit us at Booth 40—DMAA Conference 
Chicago, Ill._—September 12 thru 14 


TENSION ENVELOPE CORP. 


New York 36, N. Y. 
St. Louis 10, Mo. 
Minneapolis 1, Minn. 


Des Moines 14, lowa 
Kansas City 8, Mo. 
Fort Worth 12, Texas 
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Rotaddress 


Look Develops New 
Addressing System 


By Marvin Barckley 
Renewal Promotion Manager 
Look Magazine 

Des Moines, lowa 


Like all major publishers operat- 
ing with metal stencils, Look has long 
been plagued with the problem of 
sending multiple lists to the bindery, 
issue after issue. When you consider 
that at any one time there are four 
months’ expires out of the main list 
for renewal promotion, the extra 
magazine shipping and mailing ex- 
pense looms up as one of the most 
important single fulfilment problems 
to lick. 

One answer has always been to 
set up a duplicate list of each 
month’s expires for promotion pur- 
poses just before the first effort in 
the renewal series. However, such a 
list must be on inexpensive stencils, 
which can be used a few times and 
then discarded, since the metal sten- 
cils themselves are available for pro- 
motion addressing after the last issue 
has been served. 

Look for some time considered the 
use of spirit-addressing stencils on 
the Ditto principle. But because typ- 
ing seemed to be the only answer 
to producing such a stencil, the costs 
of a spirit-addressing system still 
seemed prohibitive. 


> About two and one-half years ago, 
one of Look’s fulfilment department 
managers suggested that perhaps a 
machine could be made which would 
use the metal stencil itself to cut the 
spirit-addressing stencil. This was 


Machine No. 1 . Look’s Rotaddress 
stencil cutter machine, which creates 
3x5’ Rotaddress Ditto-type stencils for 
use in renewal promotion while metal 
stencils are in use at the bindery. Pic- 
tured is Lester Suh!er, Look subscription 
manager, and girl operator. 





Machine No. 2 . . . Rotaddresser machine, which uses the Rotaddress stencils to address 
promotion pieces while the metal stencils are in use at the bindery. Pictured is Harry 
Frankle, Midwest Automatic Control Co. (Des Moines, la.) , who developed the machine 
in collaboration with Look’s fulfilment department. 


the key idea that resulted in the de- 
velopment of Rotaddress, which 
Look has been using since January 
1954 with a very substantial sav- 
ing. 

Armed with this basic idea, Lester 
Suhler, Look subscription manager, 
enlisted the talents of Harry Frankle 
of Midwest Automatic Control Co. 
(Des Moines, Ia.), who, together 
with the fulfilment department of 
Look, developed the two machines 
on which the system operates. 

Eighteen weeks before the expires 
in any given group receive their 
final issue, their stencils are pulled 
from the main list and run through 
the Rotaddress stencil cutter, which 
creates a 3x5” Ditto-type Rotad- 
dress stencil on standard Ditto- 
Master type stock. 


>Since we now have a duplicate 
promotion list, we are able to re- 
turn the metal stencils to the main 
file to be used for magazine service 
right up until the final issue is 
mailed. Before returning the metal 
stencils to the main file, Look paints 
the top edges with one of a series 
of six colors so that these may be 
pulled after expiration by 
alone. 

For addressing renewal order 
forms, Look runs the Rotaddress 
stencils through the No. 2 machine, 
known as the Rotaddresser. Rotad- 
dress stencils are fed into one end 
of the machine and the order forms 
into the other. Near-perfect feed has 
been achieved, so that the machine 
normally stops when an order form 
and a stencil do not meet simultane- 
ously at the imprint point. 


color 


The imprint of the Rotaddresser 
is of comparable quality to the im- 
print of the metal stencil, due to the 
use of a special rotary platen. This 
is especially significant, since one of 
the prime problems of some other 
spirit-addressing systems is imprint 
quality. 

The Rotaddress stencils are good 
for 75 impressions, many more than 
is necessary for pre-expiration re- 
newal addressing. 


>The expense of the temporary 
dual-list maintenance in the pre- 
expiration period is actually incon- 
sequential when compared with the 
saving. As evidence of this fact, 
Look’s expense in developing the 
new equipment was retired in less 
than six months. 

Post-expiration promotion contin- 
ues as it did before Rotaddress. The 
Rotaddress stencils are simply de- 
stroyed and the metal plates used 
instead. 

The flexibility of the Rotaddress 
stencil list permits much more lee- 
way and much more reliability in 
pre-expiration testing, and its rela- 
tively low cost opens a new door to 
publishers who have long been feel- 
ing the squeeze of increasing costs. 

The pilot models of the two ma- 
chines are the ones currently in use 
at Look. Numerous improvements 
have been developed, which will be 
incorporated into newly manufac- 
tured equipment in the future. 

Rights to the Rotaddress System 
are jointly owned by Cowles Maga- 
zines Inc., publisher of Look, and 
Harry Frankle of Midwest Auto- 
matic Control Co. 44 








RPA] 


guarantee superior print- - 
ing surface, wider, 
brighter color range, 
lowest cost. 


Write TODAY for samples 
PUM CACM SUE Lt 


RADIANT COLOR CO. 


830 Isabella St., 
WE ee 


Manufacturers of VELVA-GLO 
Fluorescent Papers » Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 
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she handles all the details 


Let Marie handle your complete mailings 
— including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
vears. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


a Lilet Stop 


431 S. Dearborn St. °¢@ 
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COORDINATED 
DESIGN 


AN EXTENSIVE REDESIGN PROGRAM EXTENDING FROM PACKAGES 
TO EVERY FORM OF ADVERTISING HAS HELPED MARTIN-SENOUR 
MAINTAIN ITS PACE IN THE HIGHLY COMPETITIVE PAINT FIELD. 


© Objective . An identification 
program to create a strong visual 
impact consistent with merchandis- 
ing that stresses quality and leader- 
ship. Faced by this need, the Martin- 
Senour Paint Co. (Chicago) em- 
barked on a design effort affecting 
many products and virtually every 
merchandising aid. 

e Solution .. . One of the nation’s 
leading designers was retained by 


Martin-Senour to create a direct, 
comprehensive program with vivid 
identification and little ornamenta- 
tion. Typical are two major symbols 
used singly or together: a stylized 
paint brush with dots of color on the 
bristles, and three bars of color bold- 
ly displaying “Martin-Senour Paints” 
in white Gothic letters. 

The identification program has 
ranged through such diversified 


50 + Signs & Identification Materials 


items as counter racks, window dis- 
plays, stationery, color chip dis- 
pensers, direct mail folders and bro- 
chures, billboards, exterior and 
interior signs of all kinds, salesmen’s 
portfolios, information booklets, con- 
vention displays, premiums and sou- 
venirs, and labels and shipping cases. 


>The paint package’s personality 
distinctly places it in the Martin- 





Senour family. The label features the 
standard tri-color, ribboning the full 
circumference of the can in grayed 
shades of blue, yellow, and red. On 
dealers’ shelves, the eye-catching la- 
bels serve as sales-getting displays. 
Responsible for the program’s 
success is the happy combination of 
a design-minded executive and a 
versatile designer. They are: 
e William M. Stuart, Martin-Sen- 
our’s president, an acknowledged 
color expert and leader in promoting 
color in industrial and home design. 
e Morton Goldsholl, a Chicago de- 
signer with a trunkful of professional 
awards, who says, “Martin-Senour’s 
merchandising was completely ‘rede- 
signed’ in two years, which was pos- 
sible in an unusually short time be- 
cause nobody had to be ‘sold.’” 


>The design program started when 
designer Goldsholl was retained to 
work out a new and effective color 
card system. Color cards, which are 
essentially a catalog of paints and 
colors, usually are found on the 
counter tops of paint dealers. Be- 
cause they often are the first line of 
sales, they were first to be considered 
in developing an identification pro- 
gram. 

Color cards, the very backbone of 
the packaged line, for decades looked 
the same. New colors had been intro- 
duced, but the manner of presenting 
them hadn’t changed in 25 years. 

The first step was to replace the 
book fold presentation with a folder 
in which the user could coordinate 
colors and place all chips adjacent 
to each other without tearing color 
samples away from the cards. The 
chips were placed on the edge of the 
card so they could be keyed to furni- 
ture and drapery colors. This posi- 
tioning also cut production costs. 


>This was the beginning. Goldsholl 
soon became familiar with the Mar- 
tin-Senour plant in Chicago, and has 
been working steadily since to co- 
ordinate every possible means of 
Martin-Senour identification. 

Latest developments are highway 
and indoor and outdoor signs for 
dealers. These signs were integrated 
into the design theme, which fea- 
tures the familiar design of the com- 
pany name block lettered on bands 
of grayed blue, yellow, and red. 

Reflectorized highway signs 13’ 
high are being placed on main routes 
throughout the country. Also for out- 
door use, the company has developed 
a 6 long translucent Plexiglas sign 
that has prominent space for the 
dealer’s imprint. The indoor sign, 
which is 6%’ long, is a plastic val- 
ance illuminated by fluorescent 
tubes. It can be displayed inside win- 
dows or in the paint department. 


Color Throughout Martin-Senour 
practiced its own preaching of ‘’Plan to 
Use Color’’ when redesigning its mer- 
chandising aids. Items at the right in- 
corporate the new symbols — three bold 
color bars or a paint brush with color dots 
on the bristles. From the top: a reference 
file of color cards; a counter display of 
outside paints, with color chips in an 
awning-topped file; new stationery with 
an embossed and colored paint brush de- 
sign and a colored brush in the airmail 
border; a customized color center with 
dividers to separate chips; and a con- 
tainer for half-pint cans used in dealer 
displays. 


>When he started working on 
counter and wall displays, Mr. Gold- 
sholl said, “In purchasing paints, 
spontaneous choice of color or colors 
is difficult, so that a display to aid in 
the choice becomes important for the 
dealer.” 

New ideas included magnetic chip 
displays, wall racks, and informative 
charts to guide the customer. Inex- 
pensive racks were designed to hold 
many sizes and colors of tubes, and 
design and color were carefully con- 
trolled to eliminate any flimsy look. 

Complete coordination of color, 
form, and usage are important con- 
siderations for a firm whose chief 
product is color. Invoices, mailing la- 
bels, executive stationery, office 
forms, checks, and all bulletins and 
memos at Martin-Senour were ex- 
amined and related to each other and 
to special needs. 


> Martin-Senour’s Custom Color Di- 
rectory was the next project to be 
considered. The collection of 1,000 
cards in the directory was previously 
displayed in two forms, one a molded 
case for carrying and the other a 
Plexiglas desk directory. The two 
types of cases were combined, cut- 
ting down on the cost and broadening 
their useability. 

Separators keep groups of chips 
apart so colors can be 
quickly. 


selected 


As prosaic-seeming a project as a 
wet-paint sign was developed into a 
striking, well-designed warning. The 
background of the sign is _ black. 
Focal point is the large white imprint 
of a hand which clearly shows finger- 
prints that would be left on wet 
paint by a careless touch. The Mar- 
tin-Senour paint brush trademark is 
shown prominently in a grayed pink, 
and the words “Wet Paint” in white 
and “Martin-Senour” in yellow ap- 
pear in large capitals. 

“A good-looking wet-paint sign 
or a color file may seem somewhat 
far afield, at first glance, from sell- 
ing a can of paint,” president Stuart 
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GLITTERING 


to make your premium,nov- | 


elty or product sparkle ! 


Use 


GOLDMARK*-—it's 





23K genuine gold and the 
only pressure sensitive trans- 


fer foil on the market. 


WITH 


GOLDMAN (Ss 


—you can draw or write on 
almost any flat surface with 
simple pressure of pencil or 
ball-point pen. Makes your 
premium or product different, 


personal and attractive. 





Write Dept. AR for information 


and name of nearest distributor. 


HASTINGS & CO., INC. 





2314 Market Street, 


Philadelphia 3, Pa. 


ESTABLISHED 1820 
*TRADEMARK 
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said. “But good use of color is a nat- 
ural handmaiden of good design. 
Since our chief product is color, we 
feel it’s necessary that we also be 
associated only with the best in de- 
sign.” 


>Mr. Stuart’s statement contrasts 
strongly with a description of the 
paint industry only a couple of dec- 
ades ago. In the middle 1930's, the 
industry was in a sorry state, both 
product and business-wise. Only a 
few pre-packaged colors were of- 
fered, such as grim tans, dismal 
ivories, depressing beiges, lackluster 
buffs, and stark whites. 

Always a quality manufacturer, 
the 77-year-old company, in the 
midst of the depression, started on a 
new merchandising tack. Under Mr. 
Stuart’s leadership the company be- 
gan to develop a new market with 
indirect sales potential, but with ef- 
fective influence on retail sales. This 
was the interior decorator, home 
furnishing, designer, and architect 
market. 

To meet the exacting demands of 
these professional groups and ulti- 
mately the consumer, Martin-Senour 
developed a color system that makes 
available any hue, shade or tint. 

World War II delayed the project. 
But by 1946, Martin-Senour intro- 
duced its Nu-Hue Custom Color Pro- 
gram, with 1,000 colors in three fin- 
ishes produced from a minimum of 
ingredients: six organic colors, plus 
black, and white. Three years later 
the company added 943 colors to this 
palette by developing formulas for 
Container Corp. of America’s “Color 
Harmony Manual.” 


> Martin-Senour’s success with Nu- 
Hue colors was gratifying—but it also 
brought some flattery that the com- 
pany was not seeking. Within a 
short while, most of the country’s 
other paint manufacturers intro- 
duced their own color systems, and 
these were merchandised strongly. 
Martin-Senour thus was faced with 
intense point-of-sale competition. 
Efforts to promote the thought 
association between Martin-Senour 
and highest quality, versatile paints 
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Color Card . . . The first item redesigned 
by Martin-Senour was the sample card 
which folds to place color chips adjacent 
for study, without tearing the folder. 





Planning Invited .. . The Martin-Senour 
magnetic color bar with movable color 
chips draws prospects to the store counter 
with the invitation ‘’Play and Plan with 
Magnetic Color.”’ 


was the next line of attack. Here 
president Stuart reasoned, “If our 
company is to stand for the finest in 
color, paint quality and design, ob- 
viously it must be represented to our 
suppliers, customers and staff mem- 
bers only through the finest visual 
representation that can be 
ceived.” 

No designer sought out Martin- 
Senour, so the company took the 
initiative. Mr. Stuart had heard of 
Morton Goldsholl and was favorably 
impressed with his work. Shortly, 
the award-winning Chicago designer 
was at work on the necessary design 
program. 

Successful? Says Mr. Stuart, 
“Goldsholl and Martin-Senour have 
made a happy marriage in an indus- 
try of intense competition. This com- 
petition is forcing manufacturers to 
do a better selling job, and in this 
connection our identification pro- 
gram has been extremely valuable. 
We believe our program is one of 
the wisest sales aids that could be 
developed for what we feel is the 
best paint ever produced.” 44 
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Seagram's Sign Acquires 
Calendar, Clock Addition 


An electrical calendar, claimed to 
be the first of its kind, and a jump 
clock have been added to Seagram 
Distillers Corp.’s (New York) spec- 
tacular, located just off Michigan 
Ave. in Chicago. The clock and cal- 
endar were officially introduced to 
Chicago last year. 

The calendar is controlled by a 
clock, and each 24 hours the date 
changes automatically. The month 
and the day appear in 6’ numerals 
and letters, lighted by a bank of 728 
lamps which dot a black, baked- 
paint enamel. The dark panel makes 
the lights visible both day and night. 

In addition, the jump clock com- 





pletes the date line by presenting 
the correct time. A “jump” clock 
shows only the current time and 
“jumps” to change to a new numeral 
each minute. The clock panel is 
lighted by a bank of 524 lamps. 

The remainder of the spectacular, 
erected several years ago, presents 
the Seagram slogan, “Say Seagram 
and Be Sure” in 17’ and 11’ letters. 
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Seagram's 


_and be SURE 


The Time & The Date .... This night 
view shows the new additions to Sea- 
gram’s Michigan Ave., Chicago, spectac- 
ular—upper left, an automatic calendar 
and upper right, a jump clock. 


Above the slogan is a brilliantly 
colored version of the Seagram crest; 
below is a scroll with the copy, “Fine 
Whiskies Since 1857.” 

General Outdoor Advertising Co. 
(Chicago) designed and built the 
sign. 44 


“3-D Sign Kit” Creates 
Changeable Messages 


A complete sign-making unit for 
creating changeable messages has 
been announced as the “3-D Sign 
Kit” by Hernard Manufacturing Co. 
Inc. (Yonkers, N. Y.). It consists of 
a permanent storage cabinet contain- 
ing several assorted fonts of plastic- 
ceramic three-dimensional letters 
and numerals of the “pin-back” type, 
ranging from 34” to 11%” high. 

Hardened steel pins are molded in 
back of each character, enabling 
them to be attached firmly to any 
soft background with slight pres- 








[wpress vg 


. is the way to describe 
our list of nationally 
known customers. But 
more important to you is 
the impressive results 
BURWOOD signs. 
plaques and P.O.P. dis- 
plays can achieve for you. 


Wide choice of materials — from warm wood textures to genuine- 
looking metallic finishes —at low unit price. Complete production 
facilities offer surprisingly low “make-ready” cost for our special 
compression-and-injection molded 3-D pieces. For over 30 years 
BURWOOD attention-demanding advertising, identification and 
award pieces have proved successful for leading advertisers. You 
too, can cash in with BURWOOD. 


® Write or phone today for details. 


BV KRWOOD PRODUCTS COMPANY 


TRAVERSE CITY, MICHIGAN 
@ 463 W. 57th St., New York 19, N. Y. @ Conway-Ruck, 15 E. Grand Ave., 
Chicago 11, Ill. @ 6535 3rd Ave., Detroit 2, Mich. 
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COLORFUL CATALOG FILLED WITH 
SALES PROMOTION IDEAS 
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*See how SATIN BANNERS are used by 


national organizations as effective promotional 
tools. Dramatic, colorful, low in cost, they N A T | 0 N A L 
FLAG & DISPLAY CO. 


invite dealer cooperation and stimulate con- 
sumer buying. Write for your copy of “Add mATIONAL FUNG BUULDING 
43 W. 21st ST., NEW YORK 10 


Showmanship to Your Salesmanship” — it's 
filled with merchandising ideas you can use e 
profitably today and all year long! yy A sonni — 
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Outdoor 
Display 
Ideas... 


e*eneeeeee *eneree eed 


> PENMANTS 
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For long or short term use. In drill-cloth, paper, 
polyethylene, or plastic-impregnated cloth. 
Printed or plain. Variety of colors. Any length 
desired. Ready to hang. 
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> LETTER-BANNERS 


BIT{RITIHIDIAIY MB SIAILIE 


We spell out your message with big 13” x 19” 
sturdy cloth letters, sew on sisal ropes and ship 
ready to put up. White letters on red or blue 
background; or red Day-glo letters on blue 
background. 


> WINDOW 
DISPLAY 
LETTERS 


Heavy paper cutout letters and numerals faced 
with fluorescent. For windows. Sizes: 9” (5 col- 
ors) and 20” (red only). In any assortment or 
96-character set. 


>» CUSTOM-MADE DISPLAYS 


Lay 


From your rough sketch, 
we will develop and 


» 4 produce practically any 
outdoor display in pa- 


per, cloth or plastic. 
Quick, accurate setup 
for collating, mailing or 
drop-shipping to one 
point or 20,000. 


> FREE CATALOG 


Full details on these and other outdoor display 
items made by Pratt will be found in the new 


Pratt catalog. For your copy, mark the card 
in this magazine, or write... 


The Pratt Poster Co. 


203 PRINTCRAFT BLOG INDIANAPOLIS 4, IND 
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sure in the way a thumb tack is 
used. The same letters can be used 
over and over again for countless 
messages. The cabinet, which meas- 
ures 18x14x8", has six slide-in 
shelves holding the letter assort- 
ments. 

Two leatherette-covered Celotex 
display backgrounds, 12x18”, with 
easels are offered in the kit. A new 
Hernard catalog describes the vari- 
ous kits and samples of three-dimen- 
sional letters. 


For your copy circle No. 503 on the 
Readers’ Service Card inside back cover 


Recognize Me? .. . Miniature figurines 
add sparkle to sales campaigns as they 


increase product recognition 


Tiny Figures Spark Sales 
And Product Recognition 


Custom-designed miniature figur- 
ines representing product name, 
company trademark or identification 
are offered by Sebastian Studio Inc. 
(Marblehead, Mass.). The figures are 
cast in cement from rubber molds, 
hand painted with specific dyes to 
obtain accurate color reproductions 
and then sprayed with a liquid plas- 
tic, which gives the figurines a glossy 
durable surface resembling Dresden 
china in appearance. 

Some companies using the minia- 
tures are National Shawmut Bank, 
National Broadcasting Co., United 
Fruit Co., Penn Mutual Life Insur- 
ance Co., General Foods, Marshall 
Field Co. and John Hancock Mutual 
Life Insurance Co. In some instances 
the tiny figures are specially de- 
signed while in others they tie in 
with existing campaigns. Additional 
details are available from Sebastian 
Studio Inc. 


For your copy circle No. 504 on the 
Readers’ Service Card inside back cover. 


Transparent Sign Display 
Kit Developed for Norge 


A series of transparent signs are 
being used in a unified window dis- 
play kit by the Norge division, Borg- 
Warner Corp. The kit consists of one 





two more 
great signs 


RCOT BEER 


ite me rettn al 


WAN GIOE)s 
SIGINIS) 


BY ROBERTSON 


Leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 


* Baked enamel! process—plain or reflectorized 
* Steel or aluminum 
* Quantity producers for over 30 years 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
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PRESS CLIPPINGS 
News items, editorials, advertisements 
Promptly 


from daily and weekly newspapers, from 
magazines and trade papers as specified. 


ESTABUSHED 868 


PRESS CLIPPING BUREAU 
BArclay 7-537! 


165 Church Street New York 7, N. Y. 


will provide you with a record of your 
results from promotions and releases. 


For Future Reference 


Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 


165 Church Street © New York 7,N. Y. 
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Tops 
in readership by 


advertising managers! 
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GOOD OPENING FOR 
POINT-OF-SALE 


DESIGNER 


(ILLUMINATED INDOOR SIGNS) 


5-FIGURE JOB 
PLUS INCENTIVE 
INCOME 


We are the country’s largest pro- 
ducers of indoor type, illuminated 
point-of-sale signs. An ever-growing 
list of accounts served now neces- 
sitates our augmenting our designer 
staff. 


Current opening will require a top- 
bracket point-of-sale designer who 
has proven “know how” in this 
field. Commercial artists, industrial 
designers and other design people 
will not necessarily measure up to 
our requirements unless they know 
point-of-sale advertising and the 
designing of accessories thereto, 
with, if possible, some knowledge 
of sign materials and mechanics. 


The job is a good one—5-figure 
remuneration, plus incentive. Tell 
us about yourself —what you've 
done —and how soon available. 
Write RAY BECKER, in charge of 
Sales— 


OHIO ADVERTISING DISPLAY CO. 


118 W. Pearl St., Cincinnati, Ohio 
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THE GIVE AWAY 
THAT MADE 
THE SALESMANAGER 


HAPPY! 


A seasoned merchandising 3 man — 
he was quick to see ~« the terrific tie-in 
potential of ADVERMATS*<@@> He offered 
it as a cS bonus to dealers and they 
went completely overboard on the 
idea and sent his hee sales figures 


soaring. 


This success story has been 


emulated over and over again by some 
of the nations top organizations 
(Names upon request) 


Let us send you a FREE 40> ADVERMAT 
incorporating your own advertising copy 


Write OO today for complete details 


*“ADVERMATS are long life rubber floor 
and counter mats with your product name 
and selling phrase die-cut and Inlaid right 
through entire depth of mat . . . Used as 
a point-of-purchase display in many sales 
locations in the store and store entrances. 





Division of = 


PERFO MAT & RUBBER CO., INC. 


461C Fourth Ave. * N.Y. 16, N.Y. 


Sole U.S.A. representative of Redfern’s Rubber 
Works, Ltd., Hyde Cheshire, England 
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large transparent Goodstix sign and 
seven smaller signs. 

The large “center of attention” 
sign stresses the selling theme for 
Norge refrigerators—“Get all 7’— 
while each of the smaller signs point 
out one of the seven selling features 
of the refrigerators. 

One of the unusual features of the 
display kit is the adaptability of its 
components. The signs can be used 
in a variety of arrangements in win- 
dows and can also be used in interior 
store displays or attached to the re- 
frigerators displayed on the floor. 

Each sign is self-sticking. It has 
two strips of pressure sensitive ad- 
hesive which can be applied front or 
back, on the top or sides. Norge 
dealers are instructed to apply the 
Goodstix signs to window interiors 
so as to be seen from the street level. 
Similarly, individual feature signs 
are used inside sales of show rooms 
as point of purchase interest builders. 

The transparent signs are pro- 
duced by Goodren Products Corp. 
(Englewood. N. J.). 44 


Movie Techniques Go Legit . . 
typical movie technique, the stage play 
“Fanny” is being promoted in the New 
York area with 24-sheet outdoor posters 


. Using a 


The show also is advertised through news- 
papers, tv, national magazines and sub- 
way show cards. Producers David Merrick 
and Joshua Logan believe this use of movie 
advertising techniques for a legitimate 
production may start a trend in theatrical 
advertising 





OF QUALITY 


ALL OVER 
AMERICA 


Another famous sign 
quality built by Texlite 


The nation's leading firms de- 
pend on Texlite for fine signs. 
That's because Texlite has Amer- 
ica's most complete, most mod- 
ern sign manufacturing plant for 
building porcelain enamel, plas- 
tic and illuminated signs. And 
because Texlite does a complete 
job from design to erection and 
maintenance. Next time you 
need signs, in any quantity, put 
Texlite's 76 years of know-how 
to work for you. 


DESIGN e ENGINEERING 
FABRICATION e ERECTION 
MAINTENANCE 


in our 76th year 


TEXLITE, INC. 


3305 Manor Way @¢ Dallas, Texas 


Offices in: New York, 
Chicago, Los Angeles, 
Houston, Atlanta, 
or ha Tam ey. 


Manufacturers of quality porcelain 
enamel and plastic signs for 


national firms 
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it’s here! The new 
FALPACO coated folding bristol 
for offset 


_ 7 
( oated < Jolding ~ J yistol 10% or 


ME agar eh Tie Oem BRISTOL FOR OFFSET 


This new cylinder made sheet has strength, rigidity 
and excellent folding qualities, plus the 
blue white Falpaco special coating. Ideal for covers, 
menus, direct mail folders and other end uses 
where strength and folding qualities are required. 
Manufactured in .010, .012 and .015 pt. 


Ask your paper merchant for portfolio. 
F A L [ J L A | i PAPER COMPANY 
N. Y. Office—500 Fifth Ave., New York 18+ Mills: Fitchburg, Mass, 
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Cosmetic advertising is a high- 
pressure affair which calls for 
highly coordinated campaigns. 
Here's how Cutex took on a new 
approach for its “Slightly Scarlet’ 


line. 


Coordinated Effort Turns American Women 


Slightly Scarlet 


By Northam Warren Jr. 


Vice-President G General Manager 
Northam Warren Corp. 
Stamford, Conn 


While Cutex has held number one 
sales position in its price range (15¢ 
nail polish) for 40 years, this spring 
we decided to shoot for an even 
larger market. To do the job, we 
developed “Slightly Scarlet’”—a cam- 
paign which was diversified to appeal 
to consumers who formerly bought 
higher priced lacquers as well as to 
traditional Cutex users. 

Through the U. S. Testing Lab- 
oratory, we recently proved to our 
own Satisfaction that no polish on the 
market, up through the 60¢ price 
range, could outwear the 15¢ Cutex. 
The Northam Warren Corp. (Stam- 
ford, Conn.), manufacturer of the 
Cutex products, decided to show 
skeptical women users that this was 


so. Consumer magazine headlines 
for Cutex asked such persuasive 
questions as “Pay More—What For?,” 
“Me Pay Twice the Money? Don’t 
Be Funny,” and asserted, “Believe 
Me—Paying 60¢ Is Simply Nonsense.” 

Going one step further, Northam 
Warren Corp. radically altered its 
traditional direct appeal to the work- 
ing girl and startled Cutex users with 
the news that they could be “Red... 
Racy .. . and _ Irresistible” with 
“Slightly Scarlet the kind of 
color that instantly separates the 
sirens from the sissies.” It’s a good 
thing that Heaven does protect the 
working girl, for this is clearly no 
longer Cutex’ province. 


>The “Slightly Scarlet’ campaign 
was the result of the coordinated 
effort of Northam Warren, J. M. 
Mathes (New York), agency for the 
account for the past five years, and 
Lutz & Sheinkman, New York color 


lithographers responsible for the all- 
important point-of-purchase dis- 
plays. 

In the nail polish and lipstick field, 
“color authority” varies every year, 
with the major manufacturers gen- 
erally following similar trends in new 
shades. Northam Warren formerly 
promoted a new color each fall and 
spring, but in recent years has found 
that one big campaign every spring 
is preferable. 

This year, “Slightly Scarlet” was 
pushed in consumer magazines, tv, 
radio, newspaper and display adver- 
tising from April 15 through the 
month of June. Later this year the 
emphasis will vary, tapering off to a 
straight selling basis without losing 
the theme of “Slightly Scarlet” alto- 
gether. 


>Last year’s “Cute Tomato” cam- 
paign broke the ground for “Slightly 
Scarlet” in the sense that it was the 
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Coordinated Displays 


These display materials, produced for Cutex by Lutz & 


Sheinkman, were used in variety and drug stores. Kits were kept flexible so they could 


be tailored instantly for the store's size. 


first effort to establish Cutex as a 
fashion leader, tied in with authori- 
ties in the fashion field. This year 
Cutex cooperated again, with top- 
notch highly advertised fashion lead- 
ers, such as Spring Mills, Carolyn 
Schnurer (dress designer), and Bus- 
kens (shoe designer). 

The name “Slightly Scarlet” and 
the color itself served as the inspira- 
tion for designers of Spring Mills 
to create a pattern of over-all rose 
designs in the Dazzle brand fabrics, 
available as piece goods in shops 
from coast to coast. It is being adver- 
tised by Spring Mills as the “Slightly 
Scarlet” pattern, thereby adding au- 
thority to the name of the Cutex 
shade. 

Carolyn Schnurer used the Spring 
Mills fabric to prepare for spring 
and summer distribution a “Slightly 
Searlet” line consisting of two 
dresses, a bathing suit, a play suit, 
and a blouse, as well as a companion 
“Slightly Scarlet” petticoat—all ad- 
vertised and sold as the “Slightly 
Scarlet” line. 

Buskens (Manchester, N. H.) pre- 
pared five different models of sport 
shoes carrying the Spring Mills mo- 
tif. All ready-to-wear merchandise 
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of Carolyn Schnurer and Buskens 
was individually tagged as “inspired 
by ‘Slightly Scarlet,’ newest Cutex 
color for lips and fingertips.” 


> With distribution of these clothing 
models through selected department 
stores and retail shops, women ev- 


erywhere were 
Cutex - inspired 
trend this spring. 

In addition, Northam Warren 
benefited from reciprocal consumer 
advertising with these three national 
advertisers, as well as with Ford, 
which tied in with a dealer contest. 
Thus Cutex was able to reach a far 
wider audience than its regular ad- 
vertising budget would permit. 

The method by which Cutex 
“styled up” its new shade this spring 
is implicit in the sophistication of 
the name and the highly glamorous 
pose of the model in the picture 
which was identified with the prod- 
uct in all media. For inclusion in the 
“Slightly Scarlet” drug store mer- 
chandiser card, Cutex prepared for 
the first time a dollar lipstick, con- 
tained in a 24 carat gold plate case. 
A “Slightly Scarlet” cigaret case 
set was also available, containing the 


exposed to the 
“Slightly Scarlet” 


dollar lipstick and “Slightly Scarlet” 
Diamond polish—$1.25 worth of mer- 
chandise at a consumer price of 
$1.10. 


>In connection with the “Slightly 
Scarlet” promotion, Cutex conducted 
a contest limited to the retail drug 
field. Each “Slightly Scarlet” mer- 
chandising unit contained an entry 
blank upon which the dealer was 
asked to tell in no more than 25 
words how he merchandised and sold 
the “Slightly Scarlet” promotion. 
Winner of this contest received a 
Ford Thunderbird in the “Slightly 
Scarlet” color. 

Since the pioneering days up until 
now, when the nail polish industry 
enjoys an annual volume of $16 mil- 
lion, Northam Warren has considered 
Cutex primarily an impulse item, 
and has always placed emphasis on 
display advertising in stores through 
which it is sold. 

Before ordering point-of-purchase 
material for each new Cutex cam- 
paign, Northam Warren works close- 
ly with Lutz & Sheinkman. Among 
other services, the New York lithog- 
rapher provides creative planning in 
artwork to give new ideas for im- 
proved, more flexible layouts and 
designs for displays, which can be 
modified to fit different sizes with 
the same motif. 


> Since the Cutex sales volume is di- 
vided approximately between the 
retail drug and variety stores, Lutz 
& Sheinkman has designed displays 
suitable for each. These include a 
mounted center panel, about 2’3” 
high; a merchandiser, about 18” 
high; and smaller lipstick and nail 
polish side cards, rack cards, and 


Magazine Ads . . . Color ads for Cutex 
“Slightly Scarlet’’ gave a plug to tie-in 
promoters which helped push the new 
color—Carolyn Schnurer (dresses), Busk- 
ens (shoes), Spring Mills (fabric) and 
Ford (a Thunderbird) . 
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CELLULOSE ACETATE 


PLEXIGLAS 


VINYLITE 
POLYSTYRENE 
POLYETHYLENE 


ACETATE BUTYRATE 


) 
PUSS ee a 


2814 Fullerton Ave aie cago rw it 
Easter oie 


1647.49 Henvis St Philadelphia 40, Po 
WRITE FOR INFORMATIVE FREE BOOKLETS 
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(4... MEYERCORD 


also makes specially processed 


DECAL SIGNS 


for application to the 


OUTSIDE of Doors and Windows 


Over 200,000 of these 
exterior-mounted de- 
cal signs have been 
used by Liggett & 
Myers. These signs 
are specially pro- 
cessed by The 
Meyercord Co. for 
outdoor application 
to glass store 
doors and show win- 
dows. This sign is & 
double faced, with 
a courtesy message ©! 
facing the store in- 3 
terior. If you use 
point of sale decal 
signs, we invite you > 
to get the full facts = 
about Meyercord decal signs for interior 
or exterior mounting. Write us... 


Do you have a copy of the 
MEYERCORD ADvisor Manual? 


This valuable book on point of sale decal signs 
is yours free. It shows how large and small 
firms make that all-important contact at the 
point of sale with eye-arresting MEYERCORD 
Decal Signs. Request on company letterhead. 
THE MEYERCORD CO. 
DEPT. H-207,5323 WEST LAKE ST., CHICAGO 44, ILLINOIS 


. .. for more details circle 622, page 133 
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window streamers. All of these 
pieces feature the picture of the 
“Slightly Scarlet” Girl which was 
conceived by J. M. Mathes and exe- 
cuted in conjunction with Lutz & 
Sheinkman. They are all closely al- 
lied with the advertisements which 
appear in magazines, tv, etc. In order 
to obtain facsimile reproduction, 
Lutz & Sheinkman uses eight colors 
in making up the current displays. 

Over 60,000 pieces were ordered 
for domestic use, and approximately 
the same number for foreign use. 
Cutex has long dominated the export 
market, in which it actually knows 
no competitor. The majority of dis- 
play pieces prepared by Lutz & 
Sheinkman for foreign consumption 
are in English or Spanish. The ex- 
port market runs a year behind the 
American, so that “Slightly Scarlet” 
will not reach Europe and South 
America until next spring. 

The smaller, more compact dis- 
play units are distributed among ap- 
proximately 20,000 domestic drug- 
gists. A packed unit for drug store 
window tie-ins had a counter card 
containing a full stock of “Slightly 
Scarlet” samples. 

Varying sizes of counter display 
pieces were prepared by Lutz & 
Sheinkman for up to 8,000 variety 
stores of three different classifica- 
tions: 

e A complete package for the num- 
ber one big store operation included 
a large center piece and additional 
side material. 

e The center panel was eliminated 
for medium-sized variety stores. 

e The small stores received only the 
smaller pieces. 


>In planning point - of - purchase 
material, Northam Warren is able 
to order accurately a close margin of 
inventory. Through long experience 
as a heavy point-of-purchase adver- 


Lipstick Case .. . This merchandiser pro- 
moting the 24 carat gold-plated lipstick 
incorporated the same design and illustra- 
tion used in other Cutex displays. 


tiser, the firm is able to gauge closely 
the amount of material which will 
be required for distribution. Northam 
Warren considers that point-of-pur- 
chase presents relatively few prob- 
lems, except for the perpetual com- 
plaint of “too little time.” 

Color reproduction is the most im- 
portant aspect of lipstick and nail 
polish display and advertising, since 
it is essentially this which stimu- 
lates women to want the shade and 
purchase it. The color lithographer 
plays an especially important part 
in the whole advertising campaign, 
therefore, and on this point Northam 
Warren is especially demanding. 
Hence the importance of close 
liaison with Lutz & Sheinkman. 44 


ADtomic Motors Power 
Small Display Units 


ADtomic, a tiny display motor that 
creates an illusion of mystery, is 
described in a new folder offered by 
ADtomic Motor Sales Co. (Toronto, 
Canada). 

The ADtomic motor is powered by 
a small battery which sets the dis- 
play in motion through a magnetic 
field operating through the display 
platform. The result is a quiet, evenly 
moving display with no visible means 
of power. 

With ADtomic, several types of 
action are possible—lateral swing, 
pendulum, horizontal revolving, ver- 
tical revolving, multiple and second- 
ary actions, etc. The company also 
will provide special animations on 
request. 

The special long life battery will 
operate a display from one to three 
months, according to the folder. 


For your copy circle No. 518 on the 
Reeders’ Service Card inside back cover. 


American Produces New 
Compact Display Motor 


American Display Co. (Dayton, 
O.) has announced that it is now 
marketing a new compact, light- 
weight display motor that is com- 
paratively low-cost. According to the 
company, the new motor incorpo- 
rates many of the features found in 
the company’s larger models. 

Model No. 4, as the new motor is 
designated, is equipped with a neo- 
prene belt drive with a specially- 
designed nylon drive gear. American 
says almost any kind of motion is 
possible with the model. Special 
provisions have been made for ac- 
commodating addition::' parts to ac- 
complish a wide number ©f unusual 
motions. The motor operates on 115- 
volt A.C. 

A leaflet describing and illustrating 
the motor is available. 


For your copy circle No. 519 on the 
Readers’ Service Card inside back cover 





get the whole picture 


PLANNING RESEARCH DESIGN 
Every fine piece of printing starts with an idea. 
Our Creative Department will take the idea, de- 
velop it through research, and come up with a 
design to fit your particular needs 


PRODUCTION 
Prompt and dependable delivery are prime re- 
quisites in successful printing. We are accustomed 
to meeting deadlines and we combine speed with 
accuracy. 

NEW PLANT 
Our old-time skills and experience are now applied 
to your work in a brand new plant equipped with 
the most modern tools of the trade. Everything is 
on one floor and under one roof. 


COMPLETE PACKAGE 


Our responsibility to you extends to every phase 
of your requirements, from the original idea to the 
final delivery. Design, photography, art work, color 
plates, letterpress printing, lithography, finishing, 
and delivery all under our control. 


FIFTY YEARS OF SERVICE TO ADVERTISERS 


MAG IRIE WEIN SRE IMIER COMPANY 
producers of printed merchandising aids 


CHICAGO NEW YORK CLEVELAND * LOS ANGELES 
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Cm le 


BY HOLLYWOOD 


Make your product stand out, give 
it that look of distinction. Indoors 
or outdoors, with banners, sashes 
miniatures or pennants, you build 
up sales when you put up banners. 


r SALES IMAGINATION! 
of great ideas in FREE 


tor the asking 


HOLLYWOOD 
“BANNERS 


116 East 32nd Street, New York 16, N.Y 
Telephone: ORegon 9-4790 


Aon Le) 


LVE-WIRE 


TRADE mate 


EFFECTIVE 
CAB 
IT STAYS UP 


PETE SALVAGE 
ADVERTISING 
BU 1.5907 2873 N. LINCOLN AVE CHICAGO 13, ILL 
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FAR WEST NATIVES 
SHIP IT FASTER... 


New, complete one-shop service 
handles all details of storing 
repackaging, imprinting, promotion 
materials for Far West distribution 


Pays for itself through overnight 
short haul, coordinated shipments 


FRANCISCO 


Perpetual inventory control and care- 
ful packaging cuts waste and spoilage 


This special service can be tailored 
to solve your own particular problems 


G67 BEALE STREET 


SAN 


Write for details today 


THE LETTER SHOFP 


Send for catalog 
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New Medium 


Supravision, Diorama 
Enter Supermarkets 


Some umpteen thousand adver- 
tisers have difficulty getting super- 
markets interested in their point-of- 
purchase displays. 

And some umpteen thousand 
advertising agencies would rather 
put their efforts into other media 
that are commissionable. 

While these statements are gen- 
eralizations, they point up two basic 
problems advertisers and agencies 
have with supermarkets. 

Two recent developments, not new 
in themselves, are being applied to 
supermarkets, which possibly will 
keep all hands satisfied. Suppliers 
of these two services emphasize a 
number of advantages, but mainly 
that: 

e They guarantee the advertiser 
stipulated space and time in super- 
markets. 

e They also guarantee that rates are 
commissionable at 15% to advertis- 
ing agencies. 


>One, which consists of a section 
marker lantern with fm music and 
two arms which hold car cards, is 
being launched in 36 Acme Super- 
markets of American Stores Co. in 
upstate New York. Some 20 national, 
regional and local advertisers are 
among the users. 

The other, a diorama display which 
rotates 18 posters in three-minute 
cycles, is being placed on super- 
market walls as a point-of-purchase 
medium for advertisers in Food Fair, 
Daitch, National Tea, Shop Well, Big 
Ben, Diamond K, Win & Lovett, Best 
Markets, Piggly Wiggly and Sparkle 
stores. 

Both media already have several 
national advertisers as clients. Typi- 
cal: Swift, Tetley Tea, Dromedary, 
Breast of Chicken for the section 
marker; P. Ballantine & Sons, Lily- 
Tulip cups, Bond bread for the dio- 
rama. 

One large chain with a no-display 
policy, presumably the A&P, report- 
edly will allow the diorama display 
to invade its premises if the supply 
service handling this medium can 
show that it has 500 other competi- 
tive stores using the system. 


>Here are some details: 

The marker system is a promo- 
tional service called Supravision. 
Weekly customer traffic in the mar- 
kets is 150,000. The supplier of the 
service, Storecast System (New 
York), has a rate of $1,300 for a 26- 
week participation. This is for one 
display. Lever Bros., which has tak- 
en two lantern arms, pays $2,600. 


' 
\ 





MAJOR 
BUYING 
DECISIONS 


for 
materials and 
Services used 


PRODUCTION 
PROMOTION 
MERCHANDISING 


are made hy 
ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 


Advertising 
Requirements 


200 EAST ILLINOIS ST. + CHICAGO 11, ILL. 





Cinema Diorama Units such as this 


will alternate 18 different messages on 
supermarket walls. White streaks in 
photo were caused by reflection of fluo- 
rescent lights 


There are also 13-week participa- 
tions. 
These displays feature, at the man- 


ufacturer’s election, advertising art 


shelves. The display cards, 15x18’, 
are inserted on arms of the lanterns. 

Where the insert contains mounted 
three-dimension packages or other 
containers, they are, of course, 
empty. They are mounted on 10 or 
12-ply board. Outside dimensions 
of package-mounted inserts are 
1415x18” with a border on all 
sides. 

These packages are mounted 2” 
from the top and bottom and 114” 
from the sides for insertion on the 
arms, which have a three-wire 
border. 


> As a tie-in, the advertiser has an 
option to have shelf strips installed 
beneath his products on the shelf. 
However, this additional merchan- 
dising service, including installation 
and maintenance, has a net non- 
commissionable cost of $35 for 26 
weeks. 

The lantern itself is of glass and 
wood. Milk-colored glass is cemented 
and padded to absorb the fm music 
vibrations from the Permalux 
speaker in the base. Out of this 
speaker comes fm music from the 
five fm stations of the Rural Radio 
Network. 


Supravision Storecast will offer ad 
positions on arms extending from illumi- 


nated music boxes 


WRRL (Wethersfield), WRRE 
(Bristol Center), WRRA (Ithaca), 
WRRD (DeRuyter) and WRRC 


(Cherry Valley). 

The post, arms and display holder 
are of black-painted metal, the arms 
and holder being 14” wire. Acetate 
strips, gumbacked, are the basis of 


alone, or in combination with, actual 
packages in three dimensions to 
highlight users’ products above their 
competition on the supermarket 


These stations cover the area from 
Buffalo to Albany, and the music is 
piped into the Acme stores in that 
upstate New York area. They are 


” 








HANKSCRAFT 
DISPLAY MOTORS 


Arrow moves up and down, 
Pointing out sales features 


sell more 
WATCHES: 


This action display 1s flagging plenty 

of attention for Elgin—and creating ban- 

ner sales, too' It gets right to the point with 

an arrow that’s powered by the new Hankscraft vertical- 

motion display motor You'll find many other famous 

names in action with Hankscraft display motors, because 

motion moves me rchandise'! Operates for wecks without 
attention — and on ordinary flashlight batteries! 


2° featiug 


First Time Eve 


FREE BOOK! Detailed intormation and 
display motor model I 


that will help you 


THE HANKSCRAFT COMPANY, Reedsburg, Wis. Dept. AR-9 
Please send me FREE manual on Hankscraft Display Motors. 
*Display by Process Displays, Inc., Milwaukee, Wisconsin Name 


THE HANKSCRAFT COMPANY + REEDSBURG,WISCONSIN 


Sales Offices in these principal cities: 


CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK © DALLAS 
TORONTO (Cnrtario) © SAN FRANCISCO (Erlach Lee Company) City 


Company 


Street Address 
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CAMA ich Tide of SCREEN PROCESS PRINTING... 
High Time to SEE what Screen Process can do for you! 


See the biggest 

and most complete 
exhibit of 

Screen Process 
Printing ever 
assembled, including 


Point-of-Purchase 
Displays 

24-Sheet Posters 

Metal Signs 

Porcelain Enamel Signs 
Decals 

Electrical Circuits 
Dials, Textiles 
Ceramics, Plastics 


If you are a buyer of 
printed products, Screen 
Process may be the 
answer for some of your 
requirements 


You can’t afford to miss 
this exhibit of Screen Process Printing 
for industrial, advertising and other 
commercial uses of this most versatile 
of all printing processes 


SCREEN PROCESS PRINTING 


ASSOCIATION INTERNATIONAL 


7™ WORLD CONVENTION 
AMBASSADCR HOTEL + ATLANTIC CITY 
SEPTEMBER 10-11-12-13-14 


Write for Brochure 

Screen Process Printing Assoc. International 
549 W. Randolph St., Chicago 6, III 

STate 2-8258 


a WHALE of a Convention! VL £= 
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using SYNCHRON Timing 
‘ turning pages of 
books, 


vibration in 


= 
= 


Synchron Timing Motors are gvar- 
anteed to pull 8 in. oz. at 1 RPM. 
Available with gear trains to convert 
ony speed. Contact a HANSEN rep- 
resentative or write for engineering 
data and detailed information. 


HANSEN MANUFACTURING, INC. e@ 
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operating turntables, and 
similar jobs calling for high power 
at slow speeds. Operate without 
any position. 
pendable, adaptable, long-lived. 


SYNCHRON 
CLOCK 
MOVEMENTS 


SYNCHRON TIMING MOTORS 


You can get practically any mo- 
tion desired in action displays by 


Accurate, 
advertising 


dependable service in 

clocks up to 26” 
diameter. Self-starting, with life- 
time lubrication, rear or bottom 
set, with or without dustproof 
covers. Easily mounted in any 
position. Synchronous operation 
for maximum accuracy. Teeter- 
totter and other special move- 
ments available. 


Motors 
jumbo 


De- 


Factory Representatives — 
WESLEY & FROMM 
5254 W. Madison St., Chicago 
R. H. WINSLOW & ASSOCIATES 
123 E. 37th St., New York, N. Y. 
ELEC. MOTOR ENGINEERING, Inc. 
8255 Beverly Bivd., Los Angeles 


SINCE 


HANSEN 


ear 


Princeton 11, Indiana 
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the section lettering, silk screened. 
These letters are placed on the milk- 
tint glass for identification, such as, 
“Baby Food .. . Canned Milk.” 

If this lantern system sounds 
vaguely familiar to you, it is, to a 
certain extent. Some other stores 
have bought the lantern only, in the 
past nine years. Still others, with no 
lanterns, get 20-second spot com- 
mercials broadcast into the markets. 


>The wall display system is geared 
to carry 18 full-color posters for 
non-competitive products. There is 
one to a supermarket. Cinema Dio- 
rama Advertisers Inc. (New York) 
expects to have the moving display 
functioning in 1,000 markets by 
Christmas, and in the A&P Stores if 
that figure is half realized. Wall space 
reportedly has been leased already 
in 3,200 supermarkets across the 
country. 

Size of the panel is 60x42”. The 
unit rotates, so that each poster is 
exposed to shoppers for 10 seconds, 
giving 1,200 different exposures in a 
six-day week. 

This in-store advertising costs the 
advertiser $5.77 per supermarket per 
week. A 13-week schedule in 100 
supers costs $7,500. Participations also 
run to 25 and 52-week periods. 


>Supermarkets lease their wall 
space and get 20% of the gross ad 
revenue received by the supplier of 
the service. Supers with a weekly 
checkout traffic of 5,000 to 15,000 are 
guaranteed $500 a year, above 15,000 
they get $1,000. 

Hanging on the wall of a super- 
market “in the best possible traffic 
position,” the diorama has ads silk 
screened on rubberized paper. A 
4shp motor and three crossbars at- 
tached to a chain flip one ad forward 
into viewing position every ten 
seconds. 

These are housed in a steel cabinet 
of aluminum satin finish. Atop the 
diorama display case is an 18” square 
clock. The display stops when the 
store closes. The clock, 
continues to tell time. 

Flint Advertising Associates (New 
York), essentially a real estate ad 
agency, is closely linked with the 
diorama operation, as are three CBS 
officials who are directors. Flint is 
also the agency itself. A former Flint 
man is president, and the Flint presi- 
dent is treasurer. 


of course, 


Both systems are fully commis- 
sionable. They aim to take away 
the advertisers’ point-of-sale display 
headaches as well as those of the 
ad agencies, which are sometimes 
p.o.p. shy in a non-commissionable 
field. Whether they are the final 
answer to two big questions in this 
medium remains to be seen. 44 





AR’S THIRD ANNUAL SURVEY 


The use of 


ee 


By Bert Enos 
AR Associate Editor 


When it comes to business Christ- 
mas gifts, American business is like 
a jig-saw puzzle —every piece is dif- 
ferent, but it’s the same difference. 

In both 1953 and 1954, AR sur- 
veyed representative groups of ad- 
vertising management people to get 
some answers to the annual ques- 
tion, “What about business Christ- 
mas gifts?” (“The Use of Christmas 
Gifts in Business,” AR, October 1953 
and August 1954.) 

This vear, seeking a different field 
of opinion, AR asked groups of re- 
tailers across the nation what kinds 
of business Christmas gifts, if any, 
they received; what kinds of gifts 
they liked, and what they thought 
about the practice. 


>In general, the pattern that was 
discernible in 1953 and 1954 emerges 
again in 1955. 

The pattern—most suppliers do 
give business Christmas gifts, most 
recipients like getting them, the 
types of gifts fall in the same general 
categories (although recipients have 
surprisingly different preferences) 
and the majority of recipients be- 
lieve the practice of giving business 
gifts at Christmas time is a sound 
one and should be encouraged. 


> AR’s survey of retailers covered 
the following areas: New York, Chi- 
cago, Washington, D. C., Los An- 
geles, Detroit, Philadelphia, St. Louis, 
San Diego and Milwaukee. 


hits L270 


While the samplings may not ap- 
pear large enough to warrant “sci- 
entific’ conclusions, in each case re- 
tailers were talked with informally 
by AR correspondents and editors 
who knew them through shopping in 
their establishments. 

In that respect, this year’s survey 
represents a genuine cross-section 
of “across-the-counter” opinions by 
some 100 retailers in widely sepa- 
rated U. S. cities. Following are the 


—_o 


Representative retailers 
from New York to Califor- 
nia tell AR’s editors about 
the kinds of Christmas 
gifts they receive from 
their suppliers . . . and 
what they think about the 
whole subject of business 
gifts at Christmas time. 


| 
| 
i 
i 
| 
} 


questions and answers, summarized 


by AR: 


1. Do you receive Christmas gifts 
from your suppliers? 

e Approximately 72° of retailers 
questioned reported that they do re- 
ceive Christmas gifts from suppliers, 
while 28% said they do not. 


2. What percentage of suppliers give 
business Christmas gifts? 
e More than half of the retailers 


in business 


queried (57°7) said that up to one- 
fourth of their suppliers gave busi- 
ness Christmas gifts, while 17% said 
their suppliers did not. The remain- 
ing 26% said that anywhere from 
one-third to all of their suppliers 
maintained the practice. It may be of 
interest to note in this connection 
that the largest single category 
among the retailers questioned 
(19%) said 10° of their suppliers 
gave gifts, while only 2% said that 
all their suppliers gave gifts. 


3. Is the practice of giving Christ- 
mas gifts among business men in- 
creasing, decreasing, or staying about 
the same? 

e As in the past two years, most 
respondents to this question were 
of the opinion that the practice of 
business Christmas gifts remained 
about the same. Exactly 60° of AR’s 
respondents said they noticed no 
change in the practice in recent 
years. Slightly more than one-fourth 
(28.5°.) felt the practice was de- 
creasing, while the remaining 11.5% 
had observed an increase in the 
number of business Christmas gifts 
they had received in recent years. 


4. Should the practice of giving 
business gifts at Christmas time be 
encouraged, discouraged or not 
changed? 

e Here again, results were about 
the same as in previous years. Al- 
most half of the retailers queried 
(45.607) believed the practice should 
be encouraged, slightly fewer 
(35.6%) believed it should be dis- 
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e ST. LOUIS—A spot check indicates 
that only half of the suppliers are send- 
ing Christmas gifts to retailers here. The 
one woman retailer on my list said she 
didn't like gifts for her home and pre- 
ferred personal gifts, like cosmetics, 
perfumes, books or costume jewelry. A 
buyer of some 500 gifts for customers of 
a large printing company told me most 
women customers were unanimous in 
disapproval of gifts for the home—they 
preferred expensive costume jewelry, 
subscriptions to expensive magazines, 
records, candy, perfume. One buyer told 
me the iced tea glasses he got were not 
too expensive but every time he uses 
them he tells people his supplier sent 
them at Christmas and it makes him feel 
good to know someone appreciated him. 

Mildred Weiler 


e LOS ANGELES~—All the retailers said 
they feel gifts create good will. In the 
same breath, however, they asserted 
gifts would not influence their buying. 
One retailer, a women’s dress shop, 
indicated an unawareness of business 
gift giving at Christmas. This woman has 
not received a gift in four years. One 
thing is sure—calendars are appreciated, 
but not as gifts, which a fair number of 
suppliers make them out to be. 

Phil Seitz 


@e NEW YORK~—At a dog supply house, 
where gifts to the proprietor consist of 
home or personal use items, suppliers 
would do much better if they gave dis- 
counts and better service. ‘Seventeen 
small pet shops went out of business in 
the past three months, partly because 
of leased concessions in department 
stores. Discounts, better service and gifts 
go to bigger volume establishments.” A 
suburban grocer said, “Four or five 
years ago a supplier gave us a gift. 
We still deal with him, but only on 
specialty items, not staples. We found 
we could get staples $1 less a case 
from somebody else.” 


Ted Sanchagrin 


@ DETROIT—Most retailers believe gifts 
should be discouraged, although they 
admit it's human nature to hope they 
won't be. Most recipients liked some- 
thing personal; a few liked something 
they could use around the store. One 
prominent apparel merchant sum- 
marized the situation here by saying, 
“They can't buy our business. We don’t 
want people to appreciate us that way.” 

H. F. Reves 


Cross-Country Report 


e WASHINGTON, D. C.—Maybe I just 
hit it wrong, but I kept getting the same 
answers. Eight of 12 interviewed said 
they got absolutely nothing. My impres- 
sions are: desk stuff does not make 
much impression as gifts; there is rela- 
tively little giving to retailers, though 
there may be to buyers; where some- 
thing useful is given it makes an im- 
pression, particularly with small busi- 
ness men. 

Stan Cohen 


e CHICAGO~—A jeweler and a delica- 
tessen owner ( who went giftless ) were 
firm in their convictions that the business 
Christmas gift custom should be aban- 
doned. About 50% of the people inter- 
viewed discouraged the practice. Most 
said they would not buy because of a 
gift, although they would “naturally” 
remember the supplier. A woman who 
manages a gift shop felt the practice 
should continue because it is ‘a basic 
part of the American Christmas scene.” 
She said her gifts do not affect her 
buying. 


Patricia Ley 


@ PHILADELPHIA — The owner of a 
small supermarket reported that gifts 
are given to the buyers in the respective 
departments, rather than to himself. 
Since it is up to the buyers to make the 
purchases and to decide between com- 
peting lines, it is “only human nature 
that the one that gives the gift gets the 
nod,"’ he said. One retailer was all for 





imprinting the company name on gifts. 
“It doesn't send me running to the phone 
each time I look at it,’ he said, “but 
looking at it day after day has the effect 
of a singing commercial.” 

Allen Sommers 


e SAN DIEGO~—Retailers in this area 
would have a bleak Yuletide if the 
only gifts under their Christmas trees 
were those received from suppliers. Of 
14 retailers questioned, only eight got 
gifts of any kind, and at that from only 
1% to 10% of their regular suppliers. 
None was interested in receiving bev- 
erages . “If I want something to 
drink I've got the money to go out and 
buy it myself.” Christmas gifts don't 
seem to make much of an impression on 
retailers questioned. 


H. Jay Bullen 


@ MILWAUKEE—One frequently voiced 
comment was that dealers felt that many 
of their gifts were given by the sales- 
man handling their account, rather than 
by the salesman’s company. Most felt 
the company should bear the expense. 
A bottle of top quality whisky gained a 
high rating among personal gift items 
preferred. ‘Beverages are the most prac- 
tical Christmas gifts,"" said one dealer. 
“We don’t drink much at home, but we 
like to have some good whisky around 
for guests who drop in. Every time we 
serve some we are reminded of the 
company which gave it to us.” 


Benn Ollman 


Retailers’ Favorite Gifts 


Retailers surveyed by AR listed the following items as the gifts they most enjoyed 
and appreciated from their suppliers last year: 


Gifts for the home: @ Flashlight 
@ Blanket a 
e@ Table lamp @ Pocket knife 
@ Sets of highball glasses e@ Pipe 
® Clocks @ Handkerchiefs 
@ Thermos jug for picnics @ Neckties 
@ Salad bowl, fork, spoon @ Cosmetic case 
set * 


@ Ice tongs 
@ Set of dishes 

Gifts for personal use: 
e Camera 
Electric shaving set 
Leather wallet 
Leather key case 


Leather tie case for 
travel 


One retailer particularly commented on his pleasure at receiving a drinking cup 
for his baby, while another said he most enjoyed a personal letter of thanks for 


business received by his jobber. 







Gift order for man’s hat 


Gifts for the office: 
Desk set 


Mechanical pencils 
Fountain pens 
Calendars 
Appointment book 
Telephone index book 


Marking pencil 
Telephone index book 
Telephone pad 


Letter-opener and 
paper weight 

@ Pocket pen knife with 
scissor, file and knife 


Cosmetics and perfume 


Food and beverages: 
@ Liquor 

@ Fruit ccke 

@ Box of nuts 

@ Basket of fruit 
@ Jars of preserves 
e Fancy jellies 

@ Box of food items 


couraged, while 17.7% said in effect, 
“Everything is under control. Let 
things remain as they are.” 

That retailers do have definite 
opinions on this subject is evidenced 
by the fact that only 1.1% of those 
queried said it was “immaterial” to 
them. 


> As in previous years, gifts for home 
or personal use gave the most pleas- 
ure to recipients. Of the retailers 
queried by AR, 32.8 said they most 
appreciated gifts for their own per- 
sonal use and 30% said they pre- 
ferred gifts for home use. 

Note, however, that 18.8°; 
retailers queried favored gifts of 
foods or beverages (10° and 8.5% 
respectively), and that these replies 
are not included in the percentages 
favoring gifts for personal or home 
use. 


of the 


Whether or not it’s a reflection on 
the American male is not AR’s func- 
tion to we did note 
that 11.4% of retailers queried said 
they preferred gifts they could use 
in their stores, while only 5.8°. pre- 
ferred gifts for their wives! 


say—however, 


> As to the kinds of gifts they pre- 
fer, retailers were pretty definite 
about their likes. In addition to 
noting the gifts they received which 
gave them most pleasure, many of 
the retailers added lists of gifts they 
would have preferred to have re- 
ceived. 


For the possible use of suppliers, 
AR includes a list of the kinds of 
gifts retailers most like to receive: 


e Costume jewelry for women. 
e Personalized stationery. 
e Records. 
Subscriptions to “more expensive” 
magazines. 
e Pieces of fine crystal, like Steuben 
glass. 
Books. 
Table lamps. 
Small clocks. 
Book ends. 
Utilitarian gifts. 
Anything “unusual.” 
e A “specially selected” gift 


JO 


not one 
that is selected to suit anyone and 
everyone. 


The question of the “rightness” of 
a gift continues to be a perplexing 
one to a great many givers of busi- 
ness Christmas gifts. In addition to 
the preferences shown here and the 
actual among the retailers 
who were questioned (see box), AR 
is preparing additional information 
on the kinds of gifts recipients of 
business Christmas gifts like to re- 
ceive. This information 
in the October AR. 


choices 


will appear 
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Quality Zippos 


in many 
gracious 


models! 


Beautiful soft-finish chrome background for your 


Soon, your business will be saying 
Merry Christmas to its friends. Some 
will be valued customers . 
some your employees. A 


s and 
precious 
human relationship is involved in 
each gift. You ll want something with 
warm personality ...sure to be treas- 
ured. That means Zippos! 

This year—with beautiful new 
stvles not even in existence last 
Christmas—Zippo offers a true FULL 
RANGE for every remembrance. 

Handsome chrome-plated models 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. | 


( 


} 
4 
} 
\ BRR SSB ie Si Bs ab 


sn pirainialicicsansiti titi 


nsignia! 


10-kt. gold-filled! Engraved! 


where you give in quantity...new 
SILVER-FILLED and GOLD- 
FILLED for special giving... ster- 
ling silver and 14-kt. solid gold to 
honor top executives... magnificent 
desk models! Every genuine Zippo 
windproof lighter is guaranteed to 
work 


alwavs—or we fix it free! 


720. 


Always works —or we fix it free 


fact g ( Canada Lt Niagara Falls t 


KRAEEATEREETTRAEKARARAEAREAKAKEEAAKEAKKNKAAE EK *®X 
ZIPPO MANUFACTURING CO., Dept. AR-629, Bradford, Pa, 
Please furnish complete information on FULL RANGE gift Zippos. 


I ‘iat 
Varnie 


tddress 


for more details circle 683, page 133 
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Tools of the Trade 
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Personalized 
Initial Tie 


Dotted Line 


(Engineer) (Salesman) 





Legal Eagle 
(Lawyer) 


Bull versus Bear 
(Investor) 


Blueprint 
(Architect) 





Thank You 
Ten Languages 


Personalized 
Golfer Tie 


Card Player 
Hobby Tie 


GOLDEN LINING TIES 


Here are just a few of many ties with 
a unique quality of personalized appeal 
for every name on your Company gift 
ties reflect in good 


taste the interests, hobbies, occupations 


list. Golden Lining 


and personalities of men eyerywhere. 
They are fashioned of the finest quality 
silks and luxuriously finished with our 
famous Golden Lining. 


We invite your inquiry for our full-color 
Golden Lining Collection gift brochure. 


G. S$. HARVALE & CO. 


100 Fifth Ave. *° N.Y. 11, N. Y. 


ORegon 5-2325 
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AR Editors Pick 
“Different” Gifts 


What to give for Christmas? AR 
has received literally hundreds of 
gift suggestions from manufacturers 
whose ingenuity, quality of materials 
and price ranges are bound to in- 
clude just the gift or gifts you want. 

From the suggestions we have re- 
ceived, AR’s editorial staff has picked 
a group which seem to be representa- 
tive of the wide variety of gifts avail- 
able. We have tried to list gifts in a 
wide price range, and have included 
gifts of a more conventional type as 
well as that “different” kind of gift 
that is prized above all others by the 
recipient. 

It is our hope the list will serve two 
purposes—that it will suggest specific 
gifts you may want to buy, and that 
by its variety it will suggest kinds 
and types of gifts that will aid you in 
your final selection. At the end of 
each item, we have indicated the 
source for additional information. 


e Gifts and Prizes... Worth Distrib- 
utors lists everything from Christmas 
show window displays to personal 
gift items in its 350-page catalog. The 
“department store in your desk 
drawer” includes national brands of 
foods, furniture, 
jewelry, electric 
trains, cameras, cocktail caddies, 
outdoor barbecues, accessories for 
the kitchen, bar, bath and bedroom, 
and office equipment. 


Worth Distributors Inc., G.P.O. Box 43, 
New York 1. 


household goods, 
sterling silver, 


e 24” of Holiday Cheer . . . Appro- 
priate messages imprinted on 24’ 
packages mark the seasonal measure 
of Holiday Cheer gifts. The packages 
are made to look like a ruler of salt 
water taffy, fruit cake or coconut 
patties. Single prices range from $1 
per 100 in quantities of more than 
500 to $2.25 per 100 in quantities 
from 100 to 300. Minimum order is 
48. 


Jo-Day Co. Inc, 7124 Abbott Ave., 
Miami Beach, Fla. 


e Caviar ... Purepak Foods Inc. of- 
fers imported and domestic caviar, 


vacuum packed in hermetically 








The Executive 


Gitt 
THAT'S DIFFERENT! 


STANDARD’S 
THERMOMETER-HYGROMETER 


A beautiful desk model that belies 
its low cost. Two useful accurate 
weather instruments on one dial 
with space for company name or 
insignia. Truly a quality gift, 
equally useful in home or office. 


Available from your specialty 
jobber. 
FOR ILLUSTRATED BROCHURE Si 
. ND “ ON THE 
- * STANDARD IMPRINT 
LINE OF BUSINESS 
GIFTS 
fant 
AND THE 
SWIFT EXECUTIVE 
eis GIFT LINE 


RET WRITE TO Reem 
STANDARD THERMOMETER CO. 


DEPT. R, 952 DORCHESTER AVE. 
BOSTON. MASS 
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1,692... 
1,693... 


No need to stay awake nights 
trying to dream up new slants 
for your production, promotion, 
or merchandising. Every issue 
of ADVERTISING REQUIRE- 
MENTS is full of them! Let 
others fumble for the fresh idea. 
the brand-new technique, or 
the lower cost method. You'll 
have all you can use—and then 
some—in each issue of AR. 
Make sure you see every 
monthly issue by subscribing 
with the postage-paid card in 
the front of this issue. 


@ADVERTISING 
REQUIREMENTS 


200 E. ILLINUIS ST. * CHICAGO 11, ILL. 





sealed glass jars. Prices per dozen 
jars range from $2 for 2 oz. jars of 
imported Iceland Lumpfish caviar to 
$10.75 for 1 oz. jars of imported Pori- 
loff Russian Beluga caviar. For those 
who really like caviar, there is a 16 
oz. jar, packed 1 doz. to the carton, 
for $168.70—each. 

Purepak Foods Inc., 126 Bleeker St., 

New York 12. 
e Warn-O-Flash .. . Designed and 
offered by Safety Warning Signal 
Co., Warn-O-Flash is an electrically- 
operated red flasher that is only 6” 
high, fitting easily into a car glove 
compartment or a drawer in the 
home. The warning signal can be 
used by motorists for warning on- 
coming trafiic by setting on the roof 
of a car and plugging the 8 ft. cord 
into the car’s cigaret lighter. The 
intermittent red flash can be seen 
up to 2,000’, according to the com- 
pany. The warning signal also is use- 
ful around the home, farm or fac- 
tory. It is priced at $2.98. 

Safety Warning Signal Co., 1800 Coney 

Island Ave., Brooklyn, N. Y. 
e Persian Pistachio Nuts... A very 
unusual food item is the 2 lb. pack- 
age of Persian pistachio nuts (a spe- 
cial quality variety seldom found in 
the U. S.) offered by Delicata Im- 
porting Co. The nuts are packaged 
in twin reusable containers, made in 
Holland, which are collector’s items. 
The twin containers, in turn, are 
packaged in an unusual molded plas- 


tic shipping container which, al- 
though extremely light in weight, 
protects the contents from shipping 
hazards. Individual packages are 
$4.90 each and will be mailed to a 
special list. 

Delicata Importing Co., 727 W. Lake 

St., Chicago 6. 
e “Duet” Convertible Pen ... The 
“Duet” pen by Ritepoint Pen & Pen- 
cil Co. will write in two colors of ink 

blue or red. The pen is retractable, 

refillable and uses a non-smear, non- 
smudge, non-transferable ink. Fea- 
turing an ultra-small ballpoint, the 
convertible pen is also available as 





fabulous new 
GIFT IDEA 


for ‘‘people who 
have everything” 


liitare Chit 

OF PRIME BEEF 
Fifty full pounds of treasured 
“Prime Beef", aged for full 
flavor and tenderness — 
enough steaks, roasts and 
chopped beef to feed four 
regally a full month. Quick- 
frozen, shipped dry-iced in 
gift box ready for the home 
freezer. Only $75 delivered 
(except where air shipment is 


necessary; 3% sales tax on 
Illinois sales). 


e - ine 
Whnue Chet 
OF STEAKS 


Consists of six U.S. Prime Bone- 
less Sirloin Strip Steaks aged 
to luscious perfection. Shipped 
dry-iced and in personalized 
gift box. Only $30 delivered 
(exc. where air shipt. is nec.; 
3% sales tax on 

Illinois sales.) 


ORDER NOW 


OR WRITE FOR 


FULL DETAILS AND 
SHIPPING FORMS 


For years, our limited supply of tender, 
aged Prime Beef steaks and roasts has 
been available only to exclusive clubs 
and famous eating places. Now, we are 
able to bring to the home tables of your 
select friends and clients, these very 
same “‘treasures of the meat kingdom.”’ 
For distinctive gift-giving, we’ve pack- 
aged this wonderful fully aged Prime 
Beef (carefully selected from prize 
steers in Chicago) in our exclusive 
‘‘Pleasure Chests”’ described at the left. 
Here isa truly fabulous choice of gifts— 
distinctive . . . gifts to be appreciated 
and remembered, reflecting your own 
special thoughtfulness. PLAN NOW TO 
INCLUDE THE ‘“‘PLEASURE CHESTS’’ IN 
YOUR MOST PARTICULAR GIFT-GIVING. 


Every ‘Pleasure Chest’ contains only fully 
aged Prime Beef—the world's finest. Shipped 
quick-frozen, dry-iced ... guaranteed deliv- 
ery in perfect condition, ready for the home 
freezer. Selected, processed and fully guar- 
anteed by Stock Yards Packing Co.,Inc., 
pioneer in fine meats since 1893. 


“T have traveled widely, yet nowhere have 
I eaten steaks so fine. Truly, an inspired 
gift.” ~F.L.A., Mississippi 
“‘No other gift could possibly have given as 
much satisfaction. At last, meat such as we 
have dreamed of, but never before enjoyed!”’ 

J.T.R., Massachuse-ts 


“It is difficult to put into words our enjoy- 
ment. I was deeply thrilled!” 
E.J.C., New York 


STOCK YARDS PACKING CO., INC. 


Stock Yards Packing Co., Inc., Dept. 9-K-5 

340 N. Oakley Bivd., Chicago 12, Ill. 

(] Please ship “Pleasure Chests” as instructed in accom- 
panying order. 

Send for full color brochure and details covering: 

[] “Pleasure Chest of Beef” [(] “Pleasure Chest of Steaks” 


Name____ aes _ = 


Firm__ a 


Address_ 


IN ctr seperti Seen Zone_ State 
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a convertible pen-pencil combina- 
tion. Price of “Duet” pen is $1.95. 
Ritepoint Pen & Pencil Co., 9400 Wat- 
son Rd., St. Louis 19. 
e Twin Trees Gardens . . . The Gar- 
den’s catalog sheet offers a selection 
or aromatic wine vinegars, spices and 
herb seasonings packed in jars; a gift 
box of a nutmeg grater and nutmegs; 
wall hanging-chest of sugar pine 
with hand-rubbed antique finish, 
containing 24 jars of herbs and 
spices, apothecary jars and many 
other items. Sample prices list the 
nutmeg grater and nutmegs at $28.50 
a doz.; $65 for the wall-hanging 
chest; and $3.95 for apothecary jars. 
Twin Trees Gardens Inc., 321 Hen- 
derickson Ave., Lynbrook, L. 1., N. Y. 
e Captain’s Window Tumblers .. . 
A new item in the Gay Fad Studios’ 
line of hand-decorated ware, these 
tumblers have a window pane design 
showing ship models, quaint bottles 








and fishing nets “through” the panes. 
The glasses are painted in rich colors 
and have a sham bottom. A set of 
eight 14 oz. tumblers retails for 
about $7. Numerous other hand- 
decorated pieces are available from 
Gay Fad at varying prices. 

Gay Fad Studios, P. O. Box 391, 

Lancaster, O. 
e Plug-of-the-Month For the 
man or woman who fishes, Plug-of- 
the-Month Club offers 12 plugs, 
lures or flies. The club selects, wraps 


ve 9 


the 
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ff 
~~ 
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An exciting gift that will be long remembered 


Centuries ago, rare Pistachia Veras were first cultivated and 
brought to perfection in the royal Persian gardens. Compara- 
tively little known in the Western world, these ‘Persian 
Superbs” are the tastiest delicacy in fine pistachio nuts ever 
grown. The twin containers—collector’s items in themselves 
—are modeled from an ancient Persian Cube of beaten gold 
and ivory, handcrafted by Old World Masters. 


Ideal for distinctive business or personal gifts, Delicata’s 
pistachio sets cost just $4.90—which includes two ful! 16 oz. 
sealed bags of Pistachia Veras, twin containers, a r:ioulded 
plastic nut-bowl box, gift card, and all mailing charges except 
actual postage. Quantity discounts. 


Delicata Importing Company, 727 W. Lake St., Chicago 6 
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and mails each present monthly for 
12 months, with the donor’s card en- 
closed in each package. The fisher- 
man receives a gift certificate and is 
given the opportunity to specify his 
fishing preference to insure his get- 
ting the right kind of lure. Member- 
ships are $15. 

Plug-of-the-Month Club, 400 N. Poin- 

settia Ave., West Palm Beach, Fla. 
e Duo-Fast Pocket Stapler .. 
Among the smaller gifts available is 
a pocket stapler, styled to fountain 
pen size, that can be used as a desk 
piece or can be carried clipped in 
the coat pocket. Duo-Fast holds 100 
staples and fastens up to 12 sheets 
securely. It may be imprinted and 
comes packed in a gift box which 
includes 1,000 additional staples. 
Single prices range from $1.36 in 
thousand quantities to $2.36 for 24- 
49. 

Fastener Corp., 860 Fletcher St., 

Chicago. 
e Mile-O-Dial . . . This is one Christ- 
mas card that promises to be read 
long after Dec. 25, for it has a dial 
that tells gas mileage at a glance. 
The user merely dials “Gallons Pur- 
chased” and “Miles Traveled” and 
he comes up with the mileage infor- 
mation immediately. The back of the 
card has a chart for recording total 
gallons of gas purchased and the 
mileage of long trips. Prices range 
from $15 per 100 for 250 cards to 
$9.50 per 100 for 50,000 cards, with 
the color printing of a five-line mes- 
sage included. The card comes in red 
and green. 

Kenway Products, 759 N. Milwaukee 

St., Milwaukee. 
e Maxtic Christmas Tree . . . This 
crystal-like Christmas tree, trimmed 
with ornaments, is naturally shaped, 
non-inflammable and practically un- 
breakable. There are two sizes, one 
31” high, trimmed with 261 orna- 
ments, at $9.95 and one 21” high, 
trimmed with 171 ornaments, at 
$5.95. 


Henry Cobbs, Box 1, Little River, 
Miami, Fla. 


e Tiger Bicycles .. . The Tiger bi- 
cycle line imported from Holland in- 
cludes the Tiger Cub, Tiger Junior, 
Tiger Racer and Tiger Cycle. In- 
formation and specifications of the 
four models are available from In- 
ter-Hemisphere Imports Inc. which 
has all models and spare parts in 
stock. Prices on the four styles range 
from $23.50 to $33.20. 

Inter-Hemisphere Imports Inc., P. O. 

Box 1311, Grand Central Station, New 

York 17. 
e Kettle Cove Products . . . Avail- 
able from Kettle Cove Industries are 
orange and lime slices; chocolate 
Elegante with Cointreau, creme de 
menthe or rum; cherries Flambe: 
fresh lime and mint syrups; orange 
and burgundy game sauces; chutney; 





and grapefruit marmalade with 
bourbon. Recipes are included with 
the selections which are gift wrapped 
and packed in regular mailing car- 
tons. Single-jar prices range from 
54¢ for 9% oz. of picalilli to $1.53 for 
1% pint of chocolate Elegante with 
Cointreau. 

Kettle Cove Industries Inc., 

Manchester, Mass. 
e Christmas Morning Breakfast Box 

. These old-fashioned breakfast 

boxes include wild rice, pancake 
flour, wild mountain berry syrup, 
Dickinson’s pure preserves, sorghum, 
grape nectar, fruit juices, breakfast 
tea, smoked ham, bacon and maple 
sugar. Prices range from $3.95 to 
$25. 

Willi-Mar-Ket, Lake Lotawana, 

Lee’s Summit, Mo. 
e Stanley Household Tools ... For 
those who like ‘‘do-it-yourself,”’ 
Stanley offers a complete line of both 
hand and power tools. An unusual 
item is the gift stocking, which con- 
tains a small group of tools including 
knive, screw driver, rule and pliers. 
Hand tools listed by Stanley include 


ad 


hammers, planes, screw drivers, lev- 
els, rules, etc., while the power tool 
kit includes electric drill kits, power 
saw, high-speed plane, grinder, bit 
card and grasshear. A price list and 
more complete information is avail- 
able from the company. 

The Stanley Works, New Britain, Conn. 


e Royal Regent Coffee-Maker 
Rich workmanship and functional 
loveliness are combined in this 24- 
karat gold plated automatic coffee- 
maker for $100. The Royal Regent 
prepares from three to ten full cups 
of coffee and maintains serving tem- 
perature for hours. It is packaged 
in a white simulated alligator Treas- 
ure-Chest case, lined with blue silk. 

Robeson-Rochester Corp., Rochester, 

N. Y. 
@ Checkmate Pen... A combination 
ballpoint pen and check protector, 
the “Checkmate” is available from 





APPEAL-PACKED PRODUCTS 
DEVELOPED 


ror YOU =FXc 


COMPANY 


Dandy for year ‘round sales... Top Christmas seller... 


Chaseline Super-Soft Dish Towels, 
assorted colors, sets of 4 


Chaseline Christmas Tree ‘Bib’ 
with bright Santa Claus pattern 


COTTON QUILTED AND VINYL 
HOUSEHOLD HELPS 


in the gay, eye-catching Happy Hearth pattern 


Hot-pad Mitts 


Polytex Bowl Covers 


MANY OTHER ITEMS—EVERY ONE WITH INSTANT CONSUMER APPEAL 
CHASELINE DIVISION 


CHASE BAG COMPANY 2°25 Pittsburgh Avenue 


Milwaukee 1, Wisconsin 
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HANDMADE IN SOLID STERLING 
MN INITIALS These items are featured in Marshall Field's, 
Peacock Jewelers, and other fine stores. 


Discounts on company and 
group orders 

18-20 day delivery. 
Money-back guarantee. 


Stiling GUILD OF AMERICA 
Box 502, lowa City, lowa 


Wrule-*e your FREE Sterling Guild Catalog 
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all the Gift World... 
‘ 


A Business Gift of 
Wonderful Acceptance 


Here is a beautifully 
styled, pen-size stapler you 
can be proud to give your 
business friends. 


And they will be pleased to 
get it. It’s different. it’s the 
personal stapler everyone 
wants. Lightweight, holds 100 
staples, fastens 12 sheets. 


Yes, it’s fully-guaranteed 
too, so you can give it 
with full confidence. 


PED OTE PIT 


Sparkling chrome with colorful 
barrel. $2.95 retail. Special 
quantity prices range from 
$2.36 down to . 
$1.36, including 

imprinting. 


Gift Boxed 
with 1000 Staples 


FASTENER CORP. ==" 


860 Fletcher Street e Chicago 14, Illinois . 


Send business gift data on the Duo-Fast 
Pocket Stapler to: 


Name seme 


Address 


a 

a 

& 

ae 

B 

Company satateiiaictmateabigniiiudidiianatiaiinaniaan : 
a 

——$—_ ag 

* 


City & State panes 
HRA AHAR AK Tee ee 
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Gregory Keith Enterprises. One end 
of the Checkmate is a regulation 
ballpoint pen, while the other con- 
tains a self-inking perforator which, 
when rolled over a check signature, 
perforates the check in red ink, pro- 
tecting it against tampering, fraud 
or check raising. Checkmate is listed 
at $2.98. 

Gregory Keith Enterprises, 

Milwaukee Ave., Chicago. 
e Skillet Clock ...To time kitchen 
operations easily, this 10” cast alum- 
inum frying pan has a large, clear 
clock face, a red sweep second hand, 
and colonial minute and hour hands. 
Standard finish is “washpot black” 
although the clock is also available 
in fiesta pastel colors and copper. 
The skillet clocks come packed in 
individual cartons and weigh 4 lb. 
each. 


1739 NN. 


General Products Co., Star Route ‘A’, 

Austin 4, Tex. 
e Norma Multicolor Pencil... 
Norma Pencil Corp. offers a multi- 
color mechanical pencil with blue, 
red, black and green pencils in one 
pencil — easily interchangeable. The 
price runs from $5 for a_ pencil 
designed in chrome to $100 for one 
in 14-karat gold. The pencils contain 
an eraser and reserve lead. Yellow 
may be substituted for any color on 
request. 

Norma Pencil Corp., 137 W. 14th St., 

New York 11. 
e Rusty Spikes ... Authentic relics 
of the once-famous Tonapah-Gold- 
field Railroad over which the gold 
and silver ores of mining days were 
carried, these spikes were gathered 
from the old road bed many years 
later. With each of the original rail- 
road spikes, which sell for $2.95 each, 
is a printed history of the times and 
the region. 


Wonderful Products Co., 
2113, Santa Fe, N. M. 


P. ©. Box 


e Percmaster Coffee Brewer ‘ 
Percmaster is a combination coffee 
percolator with 10-cup capacity and 








THE 
ALL-AMERICAN 
BREAKFAST 


Here’s a brand new gift item that ap- 
peals to both the eye and appetite. So 
different and distinctive, its value far 
outweighs its cost. 
The attractive pound package of HIA- 
WATHA Wild Rice and Buckwheat 
pancake readymix combines the deli- 
cate nutty flavor of wild rice with ro- 
bust, tasty buckwheat and the 4/5 pint 
of 100% pure Maple Syrup adds the 
finishing touch to an All-American 
breakfast. Your choice of “Old Grand- 
Mom” or “Tree-Tapper” bottles with 
your name and message imprinted on 
each label. Attractively gift wrapped. 
A truly original gift package. Write for 
quantity prices and gift item catalogue. 
MILLE LACS MAPLE PRODUCTS CO. 
308 Prince St. St. Paul, Minnesota 
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Hail your friends with 
GIF-TIES, with a tasteful 
design appropriate to your 
relationship: Supplier to 
buyer! Professional 
Colleagues! Friends! 
Your own business motif 
..- subtly abstract 

or boldly patterned 

in full color 

on neckwear of 

superior quality ... 

what better way 

to honor associates 

on gift occasions! 


* If the business motif seems 
inappropriate, a finest 
quality haberdashery tie, 
regular or bow, marked 
with your name on the 
label, will be an appre- 
ciated personalized gift. 
Write TODAY for details! Furnish 


ad samples ond specify interest 
in GIF-TIES of Haberdashery TIES 


AMERICAN 


NECKWEAR MFG. CO. 
Dept. AR 

320 S$. FRANKLIN ST. 

CHICAGO 6, ILLINOIS 


TRADE mae 
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warmer. The coffee is brewed in the 
usual percolator manner. After the 
basket containing the grounds is re- 
moved, the coffee maker is set on the 
warmer trivet, which includes an 
eight-hour vigil candle for keeping 
the coffee warm. Of Pyrex glass, with 
wrought iron and brass trim, Perc- 
master is retail priced at $6.98. 


Hand Craft iS Y 2339 Nostrand 
Ave., Brooklyn 10, 


e Flight-Master Thermometer 

Appealing to sportsmen, the Flight- 
Master thermometer features a 
hand-carved mallard drake superim- 
posed at the base of the mercury 


tube. The thermometer plaque is 
hand-rubbed walnut, while the let- 
tering and scale are in 24-karat gold 
on a green leather background. The 
thermometer comes with a choice of 
mottoes, to be followed by the re- 
cipient’s name. Prices range from 
$4.95 in quantities of 25 to $4.50 in 
quantities of 1,000 with personaliza- 
tion an additional 25¢ each. 


Weather-Wise Division, Thermometer 
Corp. of America, Springfield, O. 


e Carving & Steak Knife Set...A 
nine-piece Sheffield carving and 
steak knife set includes carver, fork, 
sharpening steel and six matching 
steak knives. The steak knives are 
in a sliding drawer of a larger wood- 
framed and silk-lined storage chest 
which has the carving set in the top 
portion. Over-all size of the storage 
chest is 151%x6x3%”. The 
priced at $5.25. 


item is 


Lifetime Cutlery Corp., 


54 Knicker- 
bocker Ave., Lo 


Brooklyn 37, N. Y 

e Plant-of-the-Month . Plant 
lovers can be the recipients of a 
unique service from Larry Heinl’s 
Plant-of-the-Month Club. In the 
plan’s “500” series one plant can be 
sent any one month for $5 or a plant 
can be sent every month of the year 
for $54.95. The “700” series is priced 
at $7.50 for one plant or $84.25 for a 


plant each month. The “700” series 
includes flower arrangements in 
brass bowls, ceramic bowls, wicker 
baskets and colorful flower pots. 
Shipping arrangements are by Plant- 
of-the-Month and a gift card is in- 
cluded with each shipment. 


Larry Heinl’s Plant-of-the-Month, 4411 
Lagrange St., Toledo 12, O. 


e Everprint Stamp... A pocket-size 
name stamp that prints forever, ac- 
cording to the company, and for a 
long, long time, according to us, is 
available from Everprint Products 
Inc. Present production of the “Ever- 
print” stamp is in three categories— 
the pocket stamp at $2; the stock 











TINS VERY 
on your CHRISTMAS LIST 


Exclusively designed for gift giving 


This unusual and attractive 
clipper set, features the newest, 
most wanted “CHIROPEDIC” 
toenail clipper and companion- 
styled fingernail clipper. In a 
rich, top-grain calfskin leather 


a data eae ! aT 


case and Federal excise tax 


Tat aa) 


ploted at 


stamp for office use at $1; and cus- 
tom stamps for general use. These 
come about 50% higher than ordi- 
nary rubber stamps. 


Everprint Products Inc., 224 Livingston 
St., Brooklyn 1, N. Y. 


e Waltco Products Catalog . . . The 
company’s entire line of fishing rods 
and reels, tackle sets, thermo bags, 
picnic sport kits and other outdoor 
equipment is featured in a catalog 
by Waltco Products. Of special inter- 
est are Waltco’s Ny-O-Lite spinning 
reel, which weighs 4% oz. with anti- 
reverse lock, built-in tension clutch, 
and self-centering bale, at $13.50; 
the Waltco spinning set, complete 


IMPORTANT PEOPLE 


case, it’s sure to please the 
most discriminating recipient. 
Cases can be handsomely im- 
printed in gold leaf with indi- 
vidual or company names, or 
trademarks. 


imprint on 
Same quantity 


i bet Ta) 


WANT US TO PLAY SANTA TO YOUR FRIENDS ? 


Our complete gift packaging the labels (and gift card, if 


Tale Mul- Tita: Teale hat ecole 
In handsome 24 Karat a Tard costly wrapping Oren AAAs 


TTT tM Ltt Th ee TP a UT Maroons) 


red! and we will gift pack 
in the 
s for only 10c per 


Tana hans ted State 


prompt delivery. You furnish y 


The: 2 ft. 


BASSETT on 


DERBY, CONNECTICUT 


Our local representative will be pleased to give you full information 
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The Premium Advertising Association 
of America 


Sponsors o f the 


New York Premium Show 


extends a most cordial invitation to all users of premiums, 
advertising specialties, industrial good will gifts, 
ce cC cL 


sales incentive prizes and the like to attend 


this outstanding trade show 


at the 


HOTEL ASTOR 
SEPTEMBER 12, 13,14 & 15 


ARTHUR TARSHIS ASSOCIATES 
SHOW MANAGERS 


12 WEST 72ND STREET, NEW YORK 23, NEW YORK 


Sales Idea #1 by PIONEER 


Qualatex 


BALLOONS 
imprinted with your name 


Makers of Famous 
Ebonettes, SUPER Ebonettes and Bluettes 
Household Gloves, Rock-a-Dri Baby Pants, 
and Rolipruf Surgical Gloves 
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Use records by stars like these 
as your next premium 


* 
¢ Fran 


Warren 


* Mitchell 
, Ayres 


. Savannah 
Billy Churchill 
Daniels « 

<a 


These are just a few of the famous, big-name 
recording stars whose records are now being 
offered as premiums with real mass appeal. 
Put your product name right on the label. 


Here is a partial list of other great names 
available to you! 


*% Paul Wing Milt Herth Trio 


Get complete information today. Write, wire 
or call any of ithe offices listed below, 
Dept. AR- 109. 


630 Fifth Avenue, New York 20, NewYork © JUdson 2-5011 
445 N. Lake Shore Drive, Chicago 11, Ill. © Whitehall 4-3215 
1016 N. Sycamore Avenue, Hollywood 38, Calif. » HOllywood 4-5171 
1525 McGavock Street, Nashville 3, Tenn. © Nashville 5-669] 
In Canada, Call Record Department, 


RCA Victor Company, Ltd., 1001 Lenoir Street, Montreal, Quebec 
TMKS.® 


Can: record 


WIS MASTER'S VOICE sales 
RADIO CORPORATION OF AMERICA + RCA Victor Record Division 
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with reel, fishing lines and an assort- 
ment of lures, at $17.50; a thermo 
bag, measuring 15x11x5", at $3.95; 
and the Pik-Nicker sport kit, includ- 
ing quart-size vacuum bottle, two 
plastic sandwich boxes, four multi- 
colored plastic luncheon plates, four 
sets of matching plastic knives, forks 
and spoons and four colored mugs at 
$11.95. 


Waltco Products, 2300 W. 49th St., 
Chicago 9. 


e Herb Specialties House of 
Herbs Inc. stocks Christmas pack- 
ages of herbs, sauces, herb wine 
vinegars, spices and specially pre- 
pared onion soup. Gift sets range 
from three 4 oz. bottles of the Vine- 


gar Trio—exotic flavorings—at $1.39 
to a cheffing cabinet, containing a 
dozen herb and spice seasonings with 
vinegars and barbecue sauce, at 
$19.75. 


House of Herbs Inc., Salisbury, Conn. 


e Electric Rotisserie Barbecue .. . 
A battery operated motor turns the 
spit on this electric barbecue de- 
signed for use in backyard or on 
camping trips. The barbecue is built 
of heavy gauge round steel bars, 
with upright bars supported by 
round steel plates which rest on the 
ground. The uprights go through 
the plates and into the ground for 
further support. Two size “D” flash- 
light batteries power the motor ro- 
tating the spit. The rotisserie has a 
list price of $12.95 with quantity 
prices available from Central States 
Specialties. 


Central States Specialties Inc., 549 W. 
Washington St., Chicago. 


e Miles Kimball Catalog... All 
kinds of ornaments, wrappings, trim- 
mings, decorations and cards as well 
as the gifts themselves are shown in 
the Miles Kimball catalog. Interest- 
ing items for car-owners include a 
“no-frost” windshield protector for 
98¢; a “safe-vue de-icing fluid” for 
the windshield at $1; and an emer- 
gency sand bag for getting traction 
on rear wheels when the car gets 
into an icy rut, for $1.25. All gifts 
are mailed from Oshkosh, Wis. 
Miles Kimball Co., Oshkosh, Wis. 





e Food Delicacies of the World... 
For the connoisseur of continental 
and imported foods, Bonne Chose of- 
fers a catalog of gifts. Included are 
packaged foods from Scotland, Hol- 
land, Portugal, Ireland, Spain, Eng- 
land, Denmark, Belgium, France and 
other distant places. Prices range 
from $7.50 for a “sweet dish of con- 
fections complete with hand-painted 
Tole tray from England” to $65 for 
a colorful hamper basket stuffed with 
meats, fruits, nuts, cordials, cheeses, 
fish and preserves from all over the 
world. 

Bonne Chose, 1199 Broad St., Newark 

5, N. J. 
e Emco Catalog . . . Rings, watches, 
luggage, furniture and home appli- 
ances by Zenith, Philco, General 
Electric, Admiral and Webcor are a 
few of the gifts mentioned in the 
catalog of Emanuel Maltz Co. Other 
sections include cutlery, carpet 
sweepers, and seat coverings for au- 
tomobiles. Both wholesale and re- 
tail prices are listed in the 54-page 
book. 

Emanuel Maltz Co., 5 §. Wabash Ave., 

Chicago 3. 
@e Ruby Red Grapefruit .. . From 
Texas comes a Christmas favorite— 
red grapefruit. Hand-picked and 
hand-packed, the grapefruit are 
shipped direct to the recipient. Prices 
range from $4.80 for a 1 doz. gift 
carton to $10.60 for a family-size 
bushel. 


Tip-O’-Tex Citrus Grove, Weslaco, Tex. 


e “Dude Wagon” Barbecue Unit... 
The “Dude Wagon” is a two-section 
unit complete with broad-tread tires 
for easy maneuvering, a cooking unit 
with ash drawer, and storage space 
for utensils, charcoal and other items. 
The cooking grill, 16x18”, is counter 


height. “Dude Wagon” can be moved 

from place to place even while it is 

burning. The unit is priced at $29.95. 
Majestic Co., Huntington, Ind. 


e Electric Ice Cream Freezer 
For those who like homemade ice 


METAL ARTS 


ANSWERS THE DEMAND 


for distinctive custom-designed 
METAL specialties 


Whatever your demand in the metal specialties 
line, METAL ARTS can supply you quickly, and 
economically, with the finest items you have seen. 


Do you need something unusual in packaging? Metal 
Arts will custom design a metal basket, box or container 
that will give your product distinction and the smart good 
looks that modern customers demand. 


Are you commemorating a special year or specific 
event? Metal Arts will custom design a special plaque, 
paperweight or any of a hundred different items that will 
immediately identify your product or company name. 


You can choose any of the standard metal items in the 
exclusive line from Metal Arts .. . each one personalized 
with your advertising message or emblem, stamped or 
permanently fixed onto the item. Take your choice of 
such items as jewelry, desk equipment, and dozens of 
dozens of the best advertising specialty items. 


If you haven’t seen METAL ARTS’ “The Bronze-Craft 
Line” ... write on your company letterhead for this free 
brochure . . . contains a host of items you’ll want to use 
for sales meetings, promotions, gift-items, awards. Don’t 
forget, our custom-design department is ready to help 
with any design problem you may have in the metal 
specialty field ... free of charge or obligation to you. 


METAL ARTS Company 


742 Portland Ave., Dept. 23 
Rochester 21, New Y-ork 
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To sell advertising supplies, 
products or services 


pre-sell the 
advertising manager 
Advertising Requirements 


reaches more advertising 
managers than any other ad- 


vertising publication. 


INVISIBLE INK 
POST CARDS 


DIP IN WATER and “Presto” your own 
Message and Greeting Appears Instantly. 
When Card is Dry—Message Disappears 
Dipped in Water Again Message Reappears. 
Same Card can be Used Many Times 

MAGIC HORSE RACE Tissue. Start 
Race with lighted Cigarette for Win- 
ner 

FLEX-A-FACE Post Cards of 500 
Comic Cartoon Chain Face 

JOBBERS WANTED 
Write on Letterhead for Free Samples 


M. E. MOSS AND CO. 
11 Irving St., HARTFORD 8, CONN. 
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You're sure to ring the bell with your clients 
if you remember them at Christmas with the 
GOLDEN DINNER BELL. Perfect, too, for your 
star salesman and special awards. Solid 
bross bell is mounted on a black horseshoe 
bracket secured to a walnut finish plaque for 
easy hanging. Plaque is gold imprinted with 
your message. Gift boxed, greeting card, 
corrugated shipper. 


ADVERTISERS PUBLISHING CO. 
944 Wall Street 
ANN ARBOR, MICH. 


Write For 
New Business 
Gift Catalog 
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use 
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2a Let BS 


erfect self liquidator. 
We handle complete 
job—process returns, 
print and mail pen- 
cils. No guarantee re- 
quired from you. 
Number of pencils in 
package determines 
sales price. Complete 
report of results given 
regularly. Write for 

further details. 


“ay BOX of 4 


PERSONALIZED PENCILS 


with your name printed on each. No 
obligation. Just print your name on your 
business letterhead and mail to: 


CINCINNATI PENCIL COMPANY 


903 Broadway Cincinnati 2, Ohio 
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cream, this electric ice cream freezer 
makes ice cream in 10 minutes. The 
handy-freeze unit is designed in na- 
tural cedar tub finish, trimmed in 
copper and wrought-iron black, or 
it is available in white and blue. 
Prices range from $19.50 for the one- 
quart freezer to $31.50 for the six- 


quart freezer. 
Silex Co., 80 Pliny, Hartford 2, Conn. 


e Old Grand Mom . This is a 
unique package of maple syrup, put 
up in a ¥% gallon bottle that re- 
sembles its counterpart, “Old Grand 
Dad.” Any desired message may be 
imprinted on the label. Old Grand 
Mom comes in a travel caddy of gun 
case plastic with lamb’s wool lining, 
to insure protection against break- 
age. Gifts are mailed direct to the 
recipient. Prices begin at $3.45 for a 
single fifth without the caddy and 
$7.90 for the bottle with the caddy. 

Mille Lacs Maple Products Corp., 308 

Prince St., St. Paul. 
e Wooden Salt and Pepper “Pigs” 
...A real handicraft item from the 
Black Forest of Germany, these salt 
and pepper shakers are finished in 
natural colors. In the form of jolly, 
round pigs, they are set on a round 
wooden tray of the same wood and 


finish. The larger of the two shakers 
is 3x2”. Average price for a set of 
three pieces is 75¢ and delivery time 
is from four to six weeks. 

Borre Borresen, Lahr/Schwarzwald, 

Luisenstrasse 6, Germany. 
e Hammacher Schlemmer Catalog 
... Forty pages of gifts appear in the 
catalog of Hammacher Schlemmer. 
Among items included are a buffet- 
car cart, mahogany and sterling fruit 
bowls, perpetual electric calendars 
that tell the day, date and month, 
bridge tables and other suggestions 
for the kitchen, bar and outdoors. 

Hammacher Schlemmer, 145 E. 57th 

St., New York 22. 
@ Griffon Cutlery ... Imported and 
domestic cutlery is described in a 
28-page catalog by Griffon Cutlery 
Corp. Sewing kits, carving and steak 
sets, men’s and ladies’ manicure sets 
and bar accessories are listed. Many 
cases are leather with suede lining. 

Griffon Cutlery Corp., 151 W. 19th St., 

New York 11. 
e Jewelry Catalog . . . Jewelry and 
fine sterling are given first attention 








Gifts they'll remember 
you by from Bonne Chese 


The MELANGE $10 


A taste medley of 15 delicacies 
imported from 7 countries, 
packaged in a metal rimmed, 
ceramic bottom basket from 
West Germany that is a decora- 
tor’s find. $10-postpaid in U.S. 
A thrilling gift or your money 
back! FREE CATALOG ON 
REQUEST. 

Diner's Club charge accounts. Others 


invited. Send check or M.O. Save 
C.O.D. charges. 


BONNE CHOSE 
1199 Broad Street 


Dept. AR-1 
Newark, N. J. 
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TIPS by noted 
expert for the 
Production Man 


Kenneth Butler is nationally recog- 
nized as an outstanding authority on 
all matters concerning production. His 
weekly articles in Advertising Age 
have been so widely praised that we’ve 
made a valuable Handbook of the best 
of them. For a mere $3 you may have it 
FREE ... with a whole year—52 issues 
—of The National Newspaper of Mar- 
keting. 


Free—TIPS Handbook 


F Mail the coupon 
below for quick 
action. We'll bill 
you later if you 
like. You must 
be satisfied — or 
your money 


back. 


' 
| Advertising Age 
| 200 E. Illinois St. 
Chicago 11, Illinois 
| Please enter my l-year (52 issues) sub- | 
| scription at your regular $3 price with a | 
money-back guarantee of satisfaction, and | 
| send to me free and postpaid Kenneth But- 
| ler’s helpful handbook, TIPS FOR THE | 
| PRODUCTION MAN. 
Name_____ 
| Business 
Home [ 





in a sizable catalog by W. Bell & Co. 
Trophies, clocks, luggage, radios, 
pens, lighters, appliances and crystal 
are a few listings in the 200-page 
book. Other items include cameras, 
optical goods, toys, cutlery and 
housewares. 
W. Bell & Co., 514 Tenth St., N. W., 
Washington, D. C. 

e Scotty Picnic-Aire ... For open- 
air picnics, this red scotch plaid steel 
case readily converts into a 20x27” 
table with legs which swing out from 
the corners of the case. Inside the 
20x13x612” Picnic-Aire are a table- 
cloth, dinner ware and _ spill-proof 
salt and pepper shakers. The 23 
pieces are held in the case lid by 
elastic cloth bands. The complete 
unit is priced at $13.95. 


Ever-Wear Trunk Works Inc., 1210 S. 
Morgan St., Chicago 8. 


44 


Tiny Bon-Bon Package 
Holds Gift Face Cloth 


The old-fashioned wash rag has 
been dressed up into a “Quettes Sol- 
itaire,” a bon-bon pellet that opens 
up into an 11x11” scented face cloth 
when dipped in water. The manufac- 
turer is Q-W Laboratories (Plain- 
field, N. J.). 

The bon-bons come in pastel 
shades of yellow, pink, soft green 
or blue. Each is in an acetate re- 
ceptacle which fits in a 2” square 
styrofoam base, sealed in cellophane. 

The advertiser’s name and mes- 
sage can be imprinted on a small 
gold card tucked in the packaged 
Solitaire. Minimum orders are 100 
pieces, with prices ranging from 21- 
53¢, depending on packaging and 
message requirements. 

Details and samples are available. 


Nc 520 on the 


cover 


Midget Racers Designed 





35 mph, although it can be adjusted 
as low as 5 mph. 

Details of Kiddie Ride promotion 
are included in the brochure. 


For your copy circle No. 521 on the 
Readers’ Service Card inside back cover. 


Personalized Stationery 


Offered by Elmira Card 


Packaged personalized stationery 
as a premium is described in litera- 
ture by Elmira Card Co. (Elmira, 
N. Y.). Retailing for 50¢, the stand- 
ard gift package is 50 sheets of 5x7” 
note paper and 50 matching enve- 


lopes, shipped in a protective cor- 
rugated box, folded in envelope 
style. Individual light blue imprints 
appear on envelope flaps and on each 
sheet of white Luxor bond paper. 
Under the company’s plan, all 
products are made, supplied and 
stocked by Elmira with no minimum 
or maximum customer order re- 
quirements. Elmira will handle 
either coupon redemption or cash 
orders, mailing within five days of 
receipt of the order, under the cus- 
tomer’s personalized shipping labels. 
Additional details are available. 


For your copy circle No. 522 on the 


Readers’ Service Card inside back cover. 





the most enduring way 


| 


More than any other award, the presentation 
of an Omega watch will express your com- 
pany’s appreciation with enduring eloquence 
... because Omega performs its job with 
greater recognized accuracy than any other 
watch in the world. . 


Whether the presentation you plan is 
to an employee for years of faithful service, 
to sales contest winners, or to valued and 

loyal customers, an Omega will say im- 
pressively and eloquently that nothing is 
too good for the occasion. 


To Spark Kid Promotions 


Kiddie rides with the Dreyerette 
midget racing car are described in 
a brochure issued by the manufac- 
turer, Dreyer Racing Equipment Co. 
(Indianapolis) as a promotion item 
for kids from six to 60. 18K gold applied figure dial. 

According to the brochure the 185- Registered rating certificate at- 
lb. Dreyerette is 77” long with a 58” | ‘ests to its supreme accuracy, 

: aa $500. Other fine Omega watches 
wheelbase and features disc wheels, ee sae nd endian Bons 
16x4” pneumatic balloon, non-skid $71.50, Federal tax included 
tires, 215-hp Continental motor, 
plastic and aluminum body and au- 
tomatic recoil starter. Bumpers, 
trailers for hauling and other ac- 
cessories are available. 

A single car is priced at $495, with 
discounts on five or more. Mileage 
is 70 miles per gallon of gas, the _ ee aa 
brochure says; the speed ranges to 


2 
Hele MEMO 


Ober WAOVWM«E “a - 


. ‘ 
i 
. ‘ 


¥ & ‘ 
b 


. 


self-winding, watertight, shock- 
protected. 18K gold case with 


. 


Fill out the coupon for brochure of Omega Presentation Watches, together 

with details on how Omega is prepared to assist you with an Award Program 
OMEGA « 655 MADISON AVENUE - NEW YORK 21, N. Y. Dept. 104 
Name....... Title 


Company.... Address 
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to remember when you 


buy fluorescent color 


You can’t get a quality job with cut-rate materials. 


You'll get fair pricing of highest quality materials with 
the assurance of dependable service when you specify 
the daylight fluorescent products of the impressive 
group of manufacturers listed below. 


Only when they are manufactured by Switzer Brothers 
or their licensees*, and sold under this Registered Trade- 
mark, can you be sure that the Day-GLo® colors on 
your advertisements and displays are genuine. 


Manufacturers of Day-GLo colors, as well as several 
thousand licensed producers of Day-GLo displays, have 
voluntarily obligated themselves to maintain the 
superior standards of fluorescent brightness and light- 
fastness established by Switzer Brothers, Inc., owners 
of the honored Day-GLo trade name. 


To make sure that you get genuine Day-GLo colors, 
specify and insist upon Day-GLo. For outdoor displays, 
specify Sunbonded® Day-GLto. 


* Licensed Manufacturers of DAY-GLO® Materials 


Bulletin Color System 
SWITZER BROTHERS, INC., Cleveland 


Coated Papers 
CROCKER, BURBANK PAPERS INC., Fitchburg, Mass. 


Display Papers and Cardboard 
NATIONAL CARD, MAT AND BOARD CO., Chicago 


Gummed Papers 
DENNISON MANUFACTURING CO., Framingham, Mass. 
MID-STATES GUMMED PAPER COMPANY, Chicago 


Pressure-Sensitive Papers 
KLEEN-STIK PRODUCTS, INC., Chicago 


Blotting Paper 
THE WRENN PAPER COMPANY, Middletown, Ohio 


Fabrics 
M. HAUSMAN & SONS, New York City 


Flock 
THE RAYON PROCESSING CO., of R. |., Pawtucket 


Paint 
LAWTER CHEMICALS, INC., Chicago 
THE SHERWIN-WILLIAMS COMPANY, Cleveland 
SWITZER BROTHERS, INC., Cleveland 


Silk Screen Colors 
LAWTER CHEMICALS, INC., Chicago 
THE SHERWIN-WILLIAMS COMPANY, Cleveland 
SWITZER BROTHERS, INC., Cleveland 
DANE & CO. LTD., London 


Water Colors 
THE AMERICAN CRAYON COMPANY, Sandusky, Ohio 
THE CRAFTINT MFG. COMPANY, Cleveland 
LAWTER CHEMICALS, INC., Chicago 
SWITZER BROTHERS, INC., Cleveland 


This message is published as a service to advertisers, their agencies and their suppliers by Switzer Brothers, Inc., originators of day- 
light fluorescent colors and owners of many U. S. and foreign patents covering daylight fluorescent pigments, materials and displays. 
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A silk screen expert spells out five printing problems 


that were “duck soup” for screen process. 


By Joe Grossman 
Past President 


Screen Process Printing Assn 


Brilliance and versatility these 
are the two great advantages of silk 
screen process printing. 

Brilliance, of course, is achieved 
from the greater amount of ink de- 
posited by the process—up to 15 
times the layer deposited by other 
printing methods, which accounts 
for such descriptions as “the hand- 
painted look,” or “the 3-dimensional 
effect,” as applied to silk screen. 

Unlike other printing methods, 
screen process prints through the 
printing plate, depositing more of a 
layer of ink than is possible by re- 
lief, } ianography or intaglio printing 
methods. 


>As for versatility, there are five 
areas where silk screen can be uti- 
lized effectively to solve difficult 
printing problems. 


1. Size or texture of stock. 


ct: 


Size or texture of the stock surface 


is no limitation for the screen proc- 
essor. In addition to doing an out- 
standing job on standard paper and 
board surfaces of any weight or 
thickness, screen process prints on 
metallic foil, cloth, wood, plastic, em- 
bossed stock, woodgrained or glazed 
papers—or any combination of these 
surfaces. All of these surfaces can 
be printed easily, even to the print- 
ing of white or light colors over a 
dark or black background. 

As an example of this last feature, 
5,000 brochure covers, using either a 
glossy black cover stock or maroon 
leatherette-finish cover were ordered 
by a client who preferred glossy 
white lettering on these dark sur- 
faces—a natural for screen process 

Another illustration of screen 
process versatility is that of the cli- 
ent who required 2,500 30x40” win- 
dow displays on 90 pt. cardboard. 
Artwork was prepared in poster 
treatment for printing in seven col- 
ors. Working from full-color fin- 
ished art, the processor made _ his 
own separations and stencils and 
printed directly on the heavy card- 


board. There was no need for color- 
separated art or for printing the job 
first on paper, then mounting the 
paper to cardboard. In such jobs, one 
of the colors may be gold or silver 
or daylight fluorescent orange—the 
screen processor can take all of these 
requirements in stride. 


2. Daylight fluorescents. 


If you are planning to produce a 
display using daylight fluorescents, 
you probably are planning a screen 
process job—because it is one of the 
few printing methods that has proved 
consistently successful in printing 
fluorescent paints and inks. Daylight 
fluorescents are up to four times 
brighter than ordinary inks, and 
their popularity with advertisers has 
increased considerably since thei: 
introduction commercially some five 
years ago. 

Daylight fluorescents are equally 
effective on window strips, 24-sheet 
poster and car cards, as well as on 
point-of-purchase displays of the 
die-cut and three-dimensional vari- 
ety. Combination jobs, printed part- 
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ly by letterpress or offset, with the 
fluorescent colors added by screen 
process, have become common in re- 
cent years. For example, a client 
wanted 200,000 window streamers 
printed in reverse black with day- 
light fluorescent copy. As letterpress 
or offset is the most economical 
method for printing the black in this 
quantity, the fluorescent 
added by screen process. 


copy was 


3. Ability to print on any surface. 


Another point of versatility in 
screen process is its ability to print 
on any surface — flat or curved — as 


well as any size. Thus it is ideally 
suited for the printing of plastic or 
wood displays and opens a vista of 
exciting possibilities to the planner 
and purchaser of point-of-sale 
media. One customer needed an im- 
print on 1,000 already fabricated 
wood boxes. Another needed a com- 
pany monogram on chef’s hats for a 
sales promotion gimmick. These 
problem jobs are “duck soup” for 
the screen processor, the “jack-of- 
all-trades of the graphic arts.” 
Your product’s foil package can be 
reproduced in giant size for a three- 
dimensional store display, for ex- 
ample. This ability to print on a 


” 


“i ao velly new idea 


STRAPLESS 


in point of purchase 
displays 


ACTUAL 3-D EFFECT — Your product is 


projected out front... giving a true 3-dimen- 


sional display 


. merely by locking the easel. 


EARNS HARD-TO-GET DISPLAY SPACE — An 
interesting, eye-catching Cardarama display 


Charmfit display 
shown meas- 
ures Bly x 10%" 
overall, Your dis- 
play cen be an 
site up to 36" x48". 


— displays. 


will appeal to your dealers. Your product will 
get its share of prized retail display space, be- 
cause even a small Cardarama ‘pays its own 
way" better than larger—but less—compelling 
VERSATILE — Your ad, product, 
package, trade-mark, etc., will be projected to 


attract the attention of passing traffic. ANIMA- 
TION — such as, flasher light, battery kicker 


&e unit, etc., 
GLARE-PROOF 


NON-WARPING 
EASY TO SET UP 
LOW SHIPPING COSTS 
3-D EFFECT AT LOW COST 
CAN BE ANY SIZE, ANY COLORS 


is easily adapted to Cardarama. 
Cardarama was enthusiastically received at the 
recent P.O.P.A.1. show in Chicago. 


Be first in your field to get dis- 
play space in retail outlets with 
Cardarama! Use the coupon . . . 
or call us. 


Want to SELL Cardarama? Sev- 
eral desirable territories are still 
available. Write on your busi- 
ness letterhead for prices and fuil 
information. 


STANDARD PRINTING CO. AR 
201-209 NORTH THIRD STREET, HANNIBAL, MISSOURI 


variety of surfaces and sizes has 
made the process particularly valu- 
able to advertisers faced with the 
production of difficult or “problem” 
jobs. Screen process has truly earned 
its reputation as the “missing link 
of the graphic arts.” 


4. Use for short, multicolor runs. 


Costwise, screen process has long 
been an ideal method for short mul- 
ticolor runs and a very practical 
method for runs of 1,000 or less, the 
cost of which might be prohibitive by 
other printing processes. A case in 
point is that of a client who wanted 
to print only 75 copies of a sales pres- 
entation, consisting of 35 pages, 
24x36”, in two colors with lettering 
and illustration. This was produced 
by screen process economically, 
quickly and effectively. Another ex- 
ample is that of an advertiser who 
wanted 200 24-sheet outdoor posters, 
printed in daylight fluorescent color 
including a four-color process illus- 
tration. Screen process was the an- 
swer. 


5. Adaptability to point-of-pur- 
chase displays. 


Screen processors today are be- 
coming expert in every type of 
point-of-purchase display produc- 
tion mobiles, banners, die-cut, 
three-dimensional, flasher and mo- 
tion displays, where its versatility 
and brilliance have made it peculiar- 
ly adaptable and have resulted in 
its increased association with the dis- 
play field. Screen process was ob- 
viously the answer in the case of the 
client who needed 3,000 banners, 
3x10’, for showroom display. They 
were processed in four colors with 
the processor enlarging the finished 
art and printing directly on the 
cloth. 


> Mechanization has played an im- 
portant part in the growth of screen 
process printing. Once exclusively a 
hand operation, screen process can 
now produce runs of half a million 
on automatic presses, producing 
over 2,000 impressions per hour. Im- 
provements in stencils, inks and 
paper have kept pace with mechani- 
zation and improved drying methods 
to further expand the potential of 
screen process printing. 


[) Please send me a free sample of Cardarama display and full informa- 
tion including prices. 


The effects possible with screen 
process—broad poster effects, metal- 
lic colors, extremely opaque colors, 

— transparent colors—to name but a 

— | few—increase the range of artistic 
— creativeness. A great many commer- 
cial artists have learned about screen 
process and its potential and more 
are doing so every day. 44 


STANDARD 
PRINTING CO. 


201-209 NORTH THIRD STREET 
HANNIBAL, MISSOURI 


] Please show me how enclosed display can be adapted to Cardarama. 
NAME POSITION 
FIRM 


ADDRESS 


Exclusive, licensed Producers of Cardorama Displays. _ 7 
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59 Silk Screen Printers 
Listed in Chicago Directory 


The names, addresses and phone 
numbers of 59 companies are listed 
in the 1955 directory of Chicago silk 
screen printers, issued by the Chi- 
cago Chapter of the Screen Process 
Printing Association. Seven other 
northern Illinois areas also are rep- 
resented. 

Page one of the directory is de- 
voted to a definition of screen process 
printing. A description of its versa- 
tility and the many surfaces on which 
it can be used are included. 

The directory is available to any- 
one in the graphic arts industry. 


For your copy circle No. 523 on the 
Readers’ Service Card inside back cover 


Naz-Dar Releases New 0 — f D ° 
Screen Process Catalog UG CALGH « oo 

Sixty pages of screen process print- Quality M. aL , 
ing information are contained in 


Naz-Dar Co.’s (Chicago) new Cata- | 
log No. 28. | of AD-MOBILES, COUNTER MOTION UNITS, 

Features of the catalog are: 
© Two-color printing in the basic MERCHANDISE RACKS and DISPENSERS 
ink series pages, light gray stock 
with body copy in navy blue and 
warm yellow, and small spot illus- Paper 


poets “wn as, eared efficiently at the time and place sales are 
See Sh CSree Oe Sew peaperare Card made. Hutcheson’s original and distinc- 
Cloth 


Plastic 


Masonite 
e Full illustrations and descriptive | Wood 


text of product items like inks, re- | Metal 
ducers, varnishes, squeegees, print- | 
ing units, vacuum tables, arc-lamps, 
silks and cutting tools. 

The catalog is plastic bound with 
a durable, high-gloss, heavy-s. ck 
cover. 


Tie in your other advertising efforts 


of screen process inks. ; 
I tive P.O.P. display Ss are proven sales 


© 7 ta ew soL] 2 wi y . . 2A CT : 
Complete cross-indexing for easy tbediaine 


reference. 





Let our experienced design staff and 
skilled production craftsmen transform 
Any Size your rough layouts and copy suggestions 
Straight or into a distinctive, attention-attracting 
Die-Cut display. Designs and estimates submitted 
at no obligation. Write today! 


DECALS + POSTERS + DISPLAYS + SIGNS 


UTCHESON 


Booklet Points Up | 517 SOUTH 14th STREET 
| OMAHA, NEBRASKA 
Attention to Sales | 


7 
Schmidt Lithograph Co. (San | _ - - for more details circle 608, page 133 
Francisco) has come up with a hand- 
some, illustrated 12-page booklet de- 


scribing the company’s complete | ey M7) y LAR 44 BOOK IN 4-COLOR 


printing and merchandising service, 


entitled “Attention Starts the Sale.” = =I Wake) TECHNIQUE . ee DOING 


In full color, the booklet describes | \ y JOB bg} Yel 4 CHEMICAL ? 
Schmidt’s marketing research and ® 
customer service, art and design de- 
partment, photographic equipment, 
production controls, merchandising 
counsel program, etc. Locations of 
Schmidt plants throughout the coun- We were FIRST, in 1936 


try and pictures of key Schmidt per- | a WM. = POPPER & Co. > gp 


HIGHEST MASS AT Tec 
READERSHIP || COMMUNICATION | LOW COST 


sonnel also are included. : F ers! We've been leaders 
ae ; ! Sk “Color Printers Since 1893” ever since! Ask for sam 
Packaging and point-of-purchase HS = 


from idea to finish for the 
Phone CAnal 6-4450, Teletype N. Y. 1-400 Nation's leaders! 


ii “ ‘ :  'A”S NEW YORK: 148 LAFAYETTE STREET oS Se ee 
directed to “grab appeal” are given 


first consideration in the scores of 
full-color illustrations of both de- 
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Now Is The Time To Call In 
Your Silk Screen Printer For 
Hard-Hitting Point-Of-Pur- 
chase Tie-in Pieces On Fall 
Promotions 








Whether yours is a national campaign 
that requires regional copy and illus- 
tration changes in P.O.P. material... 


Or a local department store preparing 
a store-wide merchandising jamboree 
with collateral customer mailings .. . 














Perhaps you've selected some new test 
markets where car cards and transpor- 
tation ads will be your prime media... 











Are you interested in penetration of 
car owners with highway 24 sheets... 




















Or you're introducing a new product 

that requires the finest kind of color 

reproduction on counter cards and 
window banners... 





























Thousands of businessmen across the 

country are turning to their local Silk 

Screen printer to deliver the “visual 
impact” that sells their products. 



































Why not call a Screen Process printer 

in to consult on your merchandising 

program. Chances are, his suggestions 

will result in the most dramatic, color- 

ful presentation of your product pos- 

sible . . . using vivid, modern Screen 
Process Printing. 





























We will be glad to send you, and your local Screen 

Printer a copy of Naz-Dar’s big, fully illustrated 

catalog. It will help you in ordering and producing 
quality Screen Process Printing 

















Since 1922 Everything Needed For Screen Printing 


NAZ-DAR 


461 N. Milwaukee Avenue 
CHICAGO 10, ILLINOIS 
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signs and printing done by Schmidt 
which round out the informative 
booklet. 

Oh, yes, the cover makes a dandy 
pin-up, too! 


525 on the 
Service Card inside back cover 


For your copy circle No 
Readers 


Snap-i-Set Forms Offer 
Fast Duplicate Copies 


Typists who use several loose car- 
bons to make copies of a printed 
form will welcome “Snap-i-Set,” a 
simple printed form with the neces- 
sary carbons already inserted. 

Described in a brochure by Cul- 
lom & Ghertner Co. (Nashville, Tenn. 
and Atlanta, Ga.) Snap-i-Set printed 
forms, in any quantity from 5,000 
up, can be printed with from one to 
eight or more copies to a set, and on 
colored stock if desired. 

The method of use is simple, as 
the typing clerk can pick up, in one 
motion, properly aligned sheets for 
all necessary copies, with the re- 
quired carbons already interleaved. 
To remove the used one-time car- 
bons, the clerk holds the Snap-i-Set 
at the top and bottom and snaps all 
the carbons out in one motion. 


copy circle No. 526 on the 
Service Card inside back cover 


For your 
Readers 





“Tell the bindery department to wake 


up... they’re putting ‘Best Crossword 
Puzzles of 1955’ covers on the Kinsey 
book.” 























is for sales promotion 


is for space, for speed, for skill 


Our reputation rests on per- 
formance—fine craftsmanship 
geared to the Speed and re- 
quirements of today’s adver- 
tising and sales campaigns. We 
proudly announce that our 
Space has been vastly extended. 
Now on the eighth floor of the 
giant Starrett-Lehigh building, 
our space covers half of a huge 
block. We produce custom- 
crafted sales promotion tools 
visual presentations, catalogs, 
merchandise display kits, loose- 
leaf binders: Our Skill in pack- 
aging sales ideas, in meeting 
problems with creative know- 
how, has won us a blue-chip 
customer list. We can Serve 
you, too. 


SLOVES 


MECHANICAL BINDING CO. 
601 West 26 St., New York City 1 


AL 5-2552 
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REPORT © 
COVERS 


MAKES A 
“SHOWCASE” 
for more effective, 
impressive reports, 
presentations, sur- 
veys, manuals, etc. 







Clareport* has a durable, trans- 
parent plastic front cover and a back 

of Strathmore Beau Brilliant cover 
stock in 8 smart colors. Holds standard 
11”x812” sheets (special sizes to order). 


Send for FREE sample and prices, now! 


e We specialize in custom-made easel binders and 
presentation binders. Your problem solved quickly 
and inexpensively. 


WRITE, WIRE OR PHONE—DEPT. S-9 


BELFORD Cee Tia 


317 W. 47th Street 
New York 36, N. Y. © Plaza 7-5950 


‘Let us prove now the 


| WORLD’S HANDIEST TYPE BOOK 








saves you 40 minutes a day... 


if you specify type, send us a postal and we will 
nail you a copy for ten days free trial. Use the 389 
| transparent overlay alphabets on your own work 
| Itis free if you place $100 worth of work with us 


| ¥.H.Bartz 112-114 W. Kinzie St., Chicago 10, Ill. 
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Action Business Cards 
Extend Hearty Greeting 


“Action Business Cards,” a product 
of Novo Products Inc. (Chicago), are 
just that. 

The cards, designed to produce 
action in sales, promotion and in fill- 
ing orders, are in four-color and each 
is assembled with a “pop-out” insert 
in the form of an extended wrist and 
hand. 

Thus far, Novo Products has as- 
sembled six different “Action Busi- 
ness Cards,” each a 21x31” fold- 
over, and each designed for a specific 
use. Typical cards in the line include: 
e A general card for all types of 
businesses. Designed for use on 
counters, tables, near cash registers, 
etc., this card has a picture on the 
outside of a man opening a door, 
with the caption, “It’s always a 
pleasure——” and when opened, the 
pop-out wrist and hand and the 
words, “To Greet You.” The right 
side of the opened card features the 
company name. 

e A card for restaurants, taverns, 
night clubs, etc. Designed to be left 
on the table or bar, this card is simi- 
lar to the general card, and bears the 
words, “Our Customers are Happy 
*"Cause—We Aim to Please!” 

e A card for salesmen and one for 
service stations. 

All cards provide for imprinting. 
Prices range from $23.75 in quantities 
of 250 to $325 in quantities of 5,000. 
An illustrated folder is available. 


For copy circle No. 527 on the 


c y ur 
Readers’ Service Card inside back cover 


New Folder Describes 
‘Evertuf’ Portfolios 


The ‘Evertuf’ line of inexpensive 
sales presentation folders, salesmen’s 
“war kits,” sales portfolios and ad- 
vertising wallets is described and il- 
lustrated in a folder available from 
Expanding Envelope & Folder Corp. 
(Jersey City). 

Described are folders, portfolios, 
kits etc. in a wide variety of sizes and 
for many uses. The Sales Kit, for ex- 
ample, has a scored front flap which 
folds down and enables papers to be 
seen without removing them from 
the folder. This model is available 
for both letter and legal size papers, 
can be indexed with space provided 
on the folder or with metal or cel- 
luloid tabs, and comes with optional 
use dividers. 

The Tape-Tie Portfolio, Sales 
Presentation Folder and other items 
listed in the folder also come in a 
variety of sizes and models. 

ie 


your copy circle No 8 nm the 


Readers’ Service Card inside back cover 








Extra at API 


In Vertical or 
Horizontal Styles 


Present 
your best case 


with the New | "Executive-Aid” 


Catching and holding your prospect's attention is the best way we know of to 
make a sale. And the new ‘‘Executive-Aid” helps you do just that. 


It’s so versatile perfect for any number of presentations of your product 


and/or sales story. Pages may be added or removed instantly, and sequences 
alrered without a moment's delay 


As portfolio specialists for agencies, manufacturers, and publications during 
the past 40 years, we consider the new ‘‘Executive-Aid’’ one of our finest efforts 
Hard bound, with a distinctive leatherette cover, it is custom made to your size 
pack the wallop you 


need to clinch the sale. And the price just right for even 


the smallest budget! Call or write us today! 


Sell your ideas graphically 


© New Business Presentations e Dealer Sales Tools 


e Management Conferences 


e Graphic Studies 


SERVICE BINDERY, Inc. 
and subsidiary 
MOUNTING & FINISHING CO. 
2241 South Wabash Avenue 
iret: t Pe 


SINCE 1915 CAlumet 5-3224 
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Advertisers may combine their total number of 
e Advertising Requirements 
e Advertising Age 
e Industrial Marketing 


—to earn the best frequency discount for each (minimum 
rateholder regulations applying). 


ADVERTISING PUBLICATIONS, Inc. 


200 E. Illinois St., Chicago 11, Illinois 
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for less than 1¥2¢ apiece! 


Made from your transparency 

or art work, Crocker 

four-color postcards with the 

exclusive Mirro-Krome 

finish are a must for direct- 

mail advertising and sales 

promotion. For information, 

samples and price list write 

to the nearest Crocker office. 

Dept. A-9-A. 

H.S. CROCKER CO., INC. 

SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 


NEW YORK, 23 E. 26th 
BALTIMORE, !|600 S. Clinton 
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1000 FULL COLOR 
CHROMAX PRINTS 


812" x 11” size on 80+ Kromekote 
$240.00 for 2,.000—8'2 x 11 
$360.00 for 5,000—8'2 x 11 


Made from 4” x 5” or 5” x 7” color 
transparencies, same as or enlarged. 
8” x 10” contact. Special 1212” x 16”. 





Not a fake process! Chromax Color 
Prints are the result of years of re- 
search by Eastman Kodak and photo- 
graphic technicians. 


3 to 4 Weeks Delivery on 
500 to 5,000 Quantities 


Special price on 1 week delivery—Write 


Hundreds of Profitable Uses 


Catalog Inserts 
Window Displays 
Sales Portfolios 
Reprints . . . Covers 


Brochures 
Magazine Inserts 
Technical Reports 
Instruction Manuals 


Send for FREE SAMPLES 


Price List and Detailed Information 


CHROMAX Corporation 


Specialists in Short-Run Quality Color 
Lithography . . . Phone BAltimore 2500 


1819 Holmes St., Kansas City, Mo. 
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Machol Co. Describes 
Edge Indexing System 


A system of indexing by using the 
front or back cover of a book in con- 
junction with printed rules on inside 
pages is offered by Machol Edge 
Index Inc. (Washington, D. C.). 

Very simply, the index appears 
down the right hand side of the front 
cover or the left hand side of the 
back cover. The printed rules are an 
alternating series of one or two 
heavy rules—about %” in length— 
which bleed to the edges of the inside 
pages. The user places his thumb at 
the proper index and riffs through 
the book. When the rule or rules 
indicated on the index show up on 
the appropriate inside page, the 
reader has found what he is looking 
for. 

The company lists six advantages 
for its product: 

e Cost ... The Machol Edge Index 
cost ranges from as little as 2/100¢ 
per copy to 2¢ per copy, depending 
on the press run. 

e Time .. . Since the edge symbols 
are printed at the same time as the 
page content. there is no delay in 
delivery due to the indexing. 

e Adequate Headings . . . From 10 
to 25 words can be used for each 
heading. 

e Number of Headings . . . Books 
using the Machol Edge Index have 
as many as 150 headings, and several 
hundred are entirely practical. 

e Printing Simplicity ... Over size 
paper and the use of a wider press 
are not necessary, since each of the 
special slugs for letterpress printing 
can be affixed in two or three min- 
utes. 

e Registration . . . Normal discrep- 
ancies in registration due to folding 
are not noticeable since each edge 
symbol is far from a like symbol 
either above or below it. 

Questions concerning the edge in- 
dex should be addressed to the com- 
pany at 804 21st St. N. W., Washing- 
ton 6, D. C. 44 


Unusual Binding 
Sets Off Booklet 


A plastic binding on a 45° angle 
across the upper left hand corner 
attracted attention to a_ booklet 
printed for Day-Brite Lighting Inc. 
(St. Louis). Since the open pages 
laid at right angles to one another, 
with a two-inch lap, the unusual 
spread format aided the presenta- 
tion of Day-Brite’s lighting equip- 
ment. Eleven actual schoolroom in- 
stallation halftones were used with a 
lighting diagram and appropriate 
copy. 

The upper page provided the hori- 
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P-O-P SALESMAN 


AAMERICAN fDECALS 


FOR INDOOR OR OUTDOOR USE 


— sal 
a 


LA (CO 


se 5 aa 


ON COOLERS 


ON VENDING 


ON COUNTERS MACHINES 


AND MIRRORS 


American Decals remain bright and 
attractive for years, provide immediate 
identification of your sales outlet—tying 
in all your other advertising efforts at the 
time and place your product may be actually 
purchased! 

Art and consultation services without ob- 
ligation. 


WRITE todoy for your free 
- TPO ome edes radars end cumoles, 


A\merican Mecalcomania To. 
SED Meee eee) ee 1) 


New York @ Clevelond © Windsor, Ont. Canadeo 
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| Lvorintins 


our specialty for 30 years! 
e HARD JOBS preferred 
(Folded or Bound ) 


e 100 to 1,000,000 or 
more 


e Will store entire job 
and imprint as needed 


Tas” Mail sample for Quotation or 
Phone us to Call 


Ph. CHesay :ake 


Sersen’s can 
| Imprinting, Inc. 





17 N. Loomis, Chicago 7 
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ADVERTISING 
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ADVERTISING RESULTS 





Printers Designers Lithographers Typographers Binders Shippers 


At Keller's everyone works hard at service to the customer. 
A quality of imagination, imbued in all, lifts service 

from a routine category to a great help to advertising 
manager or production chief. Imagination anticipates 
pitfalls and leaps over them. It goes beyond a mere okay 
in responsibility. It enables Keller's to look after your 

job as you yourself would. 


Corner Binding . . . Use of an angle plas- 
tic binding spread the pages of Day- 
Brite’s promotion booklet and gave better 
arrangement for the copy presentation. 


zontal proportion needed for instal- 
lation views while the lower vertical 
page furnished space for the room 
diagram and copy. A color bar on 
the bottom of the halftone page con- 
tinued across the binding onto the 
lower page, tying the two together 
visually. 

Cast-coated postcard stock was 
used for the 412x634” pages. The 
halftones were printed by letter- 
press on the coated side of the stock 
while the uncoated side was done 
offset. 44 
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“Prestiffluence” 


PRINTERS WITH IMAGINATION 
Question: What is the mainstay of 
consumer brand preferences? Ask on your letterhead for our free Tint Guide 
Answer: Prestige and affluence, ac- 
cording to Continental Distilling Corp. 
Philadelphia ), which ran a series of | VAN BUREN 6-4030 = 3005 FRANKLIN BOULEVARD = CHICAGO 12 
consumer buying studies to find out an 
: .. . for more details circle 611, page 133 
why liquor buyers prefer one brand of 


whisky to another. 


SSMU UNITY | | Int I ILLUS 
Question: What is the symbol most | = = 
readily associated with prestige and = 


affluence? 


ee 
Answer: An expensive car, accord- A d V € r t l Ss 1 n g 


ing to Continental's findings. : e 
Question: What did Continental do] | Requirements 
about all this? = 
Answer: Continental initiated a se- 
ries of ads for its Philadelphia Blended = for 
Whisky showing a dignified gent in = 
a Chesterfield coat walking toward a = — 
Cadillac. Copy reads, ‘‘Where quality = 4 d vertisin g R eSU ts 
is your first consideration ... the = 
whisky to choose is Philadelphia.” 


! 
Al Paul Lefton of Philadelphia is TRY 1 T ° 
Continental's agency. 
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First cHoice IS BLACK BOX 


With thoughts of Christmas 
come thoughts of church. To carry out this 
Christmas mood and to build AR 
Christmas sales, Gibson Art Co., nationally 
known greeting card publisher, selected 
Black Box Collotype printing for the thrilling 
realism so Trea in this ee ery oh 
a gothic, stained glass window. Because of the 
display'’s 40 inch height, and because of the 
fidelity demanded, this job was exactly suited 
for collotype. Every color, every detail 

of the beautiful original art was precisely 
reproduced in this back-lighted Translite 


(transparency) window display. 


Screenless collotype printing 
was also used to make this hand- 


pings. Unlike the stained glass 
window, this was produced from 
an Ektachrome photographed 


Glonity 
oll of you Wm e 
Christmas 2 


a oe , a some counter display which holds 
\ i an assortment of holiday wrap- 


/ F right in our studios. However, 
he j there too, life-like color and 
’ / 4 unique die-cutting techniques 
were used to make the display 
three dimensional and give cus- 
tomer ‘‘b-eye’’ appeal. You, too, 
can benefit from collotype print- 
ing whenever you need large 
. size printing jobs in runs of 
5000 or less. 
Let Collotype be your choice 
for screenless printing at big 
savings, in monotone, duotone, 
or in full color. 


And Black Box can do it best! 


... because only Collotype 
gives you screenless 


printing 


So) 
© ky 
| a | 
Pr 
(fp gow on 


IN 
Wt 


pas 


. BLA Sel CAN 


NY en! a ASA 


INT >X< Neu ¥esy rr V oVe 
AK OKOKOK INIRIS AS 


Keep Christ in your Christmas 
The true spirit of the first Christmas 
is reverently expressed in the dignity 


and quality of Gibson Christmas Cards. 


Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, 


yx Photo-Gelatin Printers + 


Write for our 
FREE Portfolio Kalamazoo 
of Samples. 5-6165 


Cincinnati 
Plaza 1-4218 


Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. 


Detroit St. Louis 
Woodward 5-7030 


Des Moines 
Central 1-5068 3-1221 


Code 335 
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Ethicon Inc., maker of 
surgical sutures, made a 
real hit with a series of 
animal picture books 
with medical-slanted 
captions as part of its 
advertising program 


which ranges... 


from the sublime to the ridiculous 


... and on the other side 
of the picture was a se- 
ries of stylized repre- 
sentations of surgical 
operations combining 
artistic design and ana- 


tomical exactness. 


By P. K. Thomajan 


One of the liveliest divisions of 
Johnson & Johnson is Ethicon Inc. 
(New Brunswick, N. J.), which is 
doing quite a spectacular job in pro- 
moting its product, sutures, the 
thread-like substance used by sur- 
geons in sewing up incisions after 
operations. 

George A. Kellogg, veteran of 
many notable campaigns in the phar- 
maceutical field, spearheads Ethicon 
advertising and sales promotion. With 
a modest budget, he has scored out- 
standing achievements, due to the 
fact that his efforts are packed with 
powerful idea-charges. 

Two phases of Ethicon promotion 
call for comment. They veer almost 
from the sublime to the ridiculous 
and reflect the flexibility of the Kel- 
logg approach. This astute personal- 
ity contends that memorable and ef- 
fective advertising contains an expert 
blend of fact and fancy. 


>The fancy phase has taken the 
form of three sensational booklets 
featuring cats and dogs in human 


ETHICON 


interest photographs, captioned with 
titles that adroitly satirize the medi- 
cal scene. Many of these have subtle 
suture allusions. 

First in the series was the “Ethicon 
Cat-A-Log.” It contained 21 full- 
page photographs of cats in all sorts 
of feline moods. The shots were taken 
by Walter Chandoha, a specialist in 
cat pictures. The captions were con- 
ceived by various nurses and per- 
sonnel at Ethicon, ranging all the 
way from the president to stenos. 

The Cat-A-Log made its debut in 
May 1950 at a western nurses’ con- 
vention. Within a few hours, 2,000 
copies forwarded to this function 
were quickly grabbed up and an 
emergency call was put in to rush 
4,000 more copies to appease the de- 
mand. From this point on, the popu- 
larity of these booklets started to 
snowball. 


>In June 1950, at the American 
Medical Assn. convention in Boston, 
the Cat-A-Log was distributed by 
models attired as Puss-in-Boots. The 


Ethicon booth was stampeded—20,000 
copies quickly disappeared and more 
could have been used had they been 
available. In no time, this little book- 
let became the talk of the convention. 

Since May 1950, edition after edi- 
tion has gone to press. To date, there 
have been 13 printings amounting to 
a total of 650,000 copies. Fan mail at 
one time averaged 2,000 letters a 
week. Requests have reached inter- 
national proportions and Ethicon and 
its sutures have become familiarized 
to countless thousands. 

Favorite shot in the Cat-A-Log is 
the one showing a cat with a some- 
what disturbed expression, cap- 
tioned, “Never again will I trust an 
interne.” Another, that neatly works 
in a commercial, shows an irate cat 
barking out, “Damn it, Nurse, I asked 
for a suture .. . not a rope!’ What 
makes these studies so very appeal- 
ing is their clever relevancy to the 
profession, for each reader has the 
impulse to imagine some fellow prac- 
titioner in a particular pose. Antici- 
pating such a reaction, Kellogg took 
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Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
at. e ° 
/ JdPn 
Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


With Many 1955 
Refinements 


10 Days FREE 
TRIAL—no obli- 
gation 


Write for 
folder! 


Takes up no floor 
Cy o]-14 Meee Tt Mh 
al ole Mel 1-1-1 +14 


DIVISION OF 


Art O-Graph 


. ENGEL, INC. 
214-B Phoenix Bldg. Minneapolis 1, Mint 
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for OFFSET 
Printing 


Ideas 


Reprints in one form 
or another constitute 
a major printing and 
budget problem. 
Proper use of 
reprints, our survey 
reveals, will solve 
problems of manage- 
ment, sales promo- 
tion, and advertising 
that face every 
business. 


This illustrated 16- 
page booklet shows 
a great many ways 
to use artwork, 
publicity, and other 
materials to greater 
advantage with the 
help of the versatile 
offset process. There 
are hints, too, on 
preparation of copy. 


You're sure to find 
‘How to Use 
Reprints” a practical 
aid in planning and 
production of your 
printing. Send now 
for your copy. Current 
supply is limited! 


Please rush my FREE copy of 
“How to Use Reprints” to: 


mim OFFSET PRINTERS 
| 123 N. Wacker Dr. 


a 


Chicago 6. Illinois 
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Coming and Going 


ATRALO 


ETHICON 


. Ethicon backed up its distinctive magazine inserts (shown on 


the preceding page) with striking, magnified product illustrations. Each page was bold 
and straight to the point, with brief copy and rich colors which lent a three-dimensional 


effect 


the curse off the situation by includ- 
ing in a brief preface the statement, 
“If resemblances to persons of your 
acquaintance are recognized, we dis- 
claim all responsibility.” 


> To satisfy the requests of those out- 
side the profession, copies of the 
Cat-A-Log have been made avail- 
able at the Scribner Book Store in 
New York City for 25¢. Inquiries are 
answered by a courteous card to this 
effect. 

This 26-page brochure was printed 
by letterpress on a substantial coated 
stock in red and black. The three 
last pages carry the Ethicon story 
on sutures. 

Naturals like this have a way of 
generating spontaneous combustion 
of enthusiastic response, of one thing 
leading to another and another. Mr. 
Kellogg soon became aware of the 
fact that he had started something 
that had a runaway impulse. 


> Along with the baskets of letters 
requesting copies, he found count- 
less notes from nurses and doctors 
suggesting that Ethicon publish a 
sequel on dogs. Finally, requests be- 
came so insistent that he acceded and 
in November 1950, “Ethicon Kennel- 
Club” appeared. Its preface carried 
the following explanatory paragraph, 
“Here it is, with no reason for its 
appearance other than that you asked 
for it, and that doctors as well as 
dogs may be classified as man’s best 
friend. If you are surprised at the 
portrait assigned your specialty, we 
suggest that you turn the page and 
see what our editor and his medical 
advisors did to your colleague down 
the hall.” 

Almost immediately, Mr. Kellogg 
found that he had connected with 
another hit. The pictures for this 
collection were contributed by three 
photographers — Bob Hanks, Harold 


Lambert and Kay Simmon. The fa- 
vorite shot is the one showing a 
wise-looking beagle with a side look 
‘aptioned, “Hospital Administrator.” 
Others that rate high are “Psychi- 
atrist,” show a long-haired French 
poodle, and “Incoming Interne Staff,” 
showing a bright bunch of young 
pups in a suit case. This booklet 
followed the same format as _ its 
predecessor but was printed by off- 
set. To date, it has gone through four 
large editions. 

As response continued unabated, 
it became more and more evident to 
Mr. Kellogg that he had given re- 
lease to a pent-up demand for some- 
thing humorous by those engaged in 
a serious profession. Here, he was 
dispensing most welcome comic re- 
lief from the cares of the day. 


> Then the desire for a third book- 
let started to make itself felt with 
a vehement emphasis. The medical 
professions wanted more. After two 
years of persuasion, the third book- 
let made its appearance — “Ethicon 
Infirmary.” This included both cats 
and dogs—and many hail it as the 
best of the series. 

Once again, Walter Chandoha con- 
tributed the photographs and he has 
some prize shots in this collection. 
The favorite is one showing a cat 
with an offended official look re- 
marking, “Gentlemen, I wouldn't 
even suggest it to my girls!” Others 
that are delightful include one show- 
ing a tail-less cat, slightly embar- 
rassed, saying, “The surgeon said I'd 
never miss it” and the one of a coy 
Pekinese remarking, “Do you wish 
to examine me now, Doctor?” The 
first edition of Ethicon Infirmary ap- 
peared in August 1953 and to date it 
has gone through three large print- 
ings. 

Salesmen distribute these book- 
lets like candy when visiting hospi- 





ONE OF KODAK'S 5 WAYS TO COLOR PHOTOGRAPHY 


Grown-Up 


Titi 
SELLS LEE 


Story Hour 


When you have a story to tell—to five or five hundred—slides and 
slidefilms are the dramatic, attention-demanding, and long-remem- 
bered media for the job. Their speech is “‘visual’’—as always, the 
quickest route from one mind to others. 

Your photographer knows how to handle 35mm Kodachrome 
Film in ways which will turn the dullest statistic into an interesting 
experience. See him when the problem is to tell a story. Kodachrome 
slides are another of Kodak’s 5 ways to color which help you 
advertise and sell a product or an idea. 


KODAK'S 5 WAYS TO COLOR FOR ADVERTISING 


1. Kodak Ektachrome Film: Superb color, brilliant choice—from black-and-white, or color originals. 
or subtle; transparencies for photomechanical re- 4. Ektacolor Film: The starting point for display color 
production, now supplied in 35mm size as well as transparencies of excellent quality and any size. 
in sheets and rolls. 2. Dye Transfer Process: Y ou 5. Kodachrome Film (35mm): Projection slides of 
see your photographs on paper—as they will ap- exceptional sharpness and color quality. For pres- 
pear in print—before reproduction. 3. Flexichrome entations, for selling, or for teaching. 

Process: Create photographs in the colors of your Your photographer knows how to handle them. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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judgement 


RUBBER CEMENT 


Compare the exceptional merits . . . 
*practical *efficient *economical *the 
finest available. 


StaSet always forms a fiat firm 
bond, dries quickly and never wrinkles 
poper. 

Efficient as a single surface or 
double surface adhesive. Excess rubs off 
easily. Assures fast, neat paste-ups or 
mounting. 


Sold af all finer art stores. 
Insist on GENUINE StaSet. 


THE MONET COMPANY 


43 South Ave. Fanwood, N. 
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PIN-UPS 
Advertising 


Wide Selection 
Models ¢ Poses © Costumes 


Write for Illustrated List of 
Low Cost Stock Photos 


ENTERPRISE PHOTOS 
P.O. Box 6873 * Dallas 19, Tex 
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910 WEST VAN BUREN STREEV, CHICAGO 7, ILLINOIS 


for the particular artist 
SEND FOR CATALOG 


Number 52 
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COLOR PRINTS 


From Your Color Films 


Satisfaction or your money back 

Fast service—high quality. 
KODACHROME 
ANSCO COLOR 
EKTACHROME 


Soc | $1 | $ 


KODACOLOR prints, 32¢ each 
DUPLICATE 35 mm slides, 25c 

FILM PROCESSING: Ansco-Ektachrome 
120-620; 20-exp 35 mm; $1 per roll 
COLORFAX LABORATORIES 
Dept. R-95: Box 3521, Georgetown Sta., Washington 7, D. C. 


Minimum order $1 
No COD's, please 
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YP al: 
GLOSSY PRINTS 
1M 65.00 — 500 37.50 

100 8.50 

Samples 

aad price list 
on wegucsl 


MAJOR 


PHOTO CO. 
1210 N. CLARK ST. 


CHICAGO 10, ILL. 
Michigan 2-5651 


CAMERAS — ART AIDS $485 & UP 
$ SAVS®S PRINTING 


SILK SCREEN 
Dealer Inquiries Invited 
i THE MERRITT LACEY CORP. 
9) CENTRAL AVENUE NEWARK 3, NM. 4. 


WRITE FOR CATALOG AR 
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AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 


equipment or supplies to or through agencies 


AR is All Right... For You 





tals and doctors. They carry a fairly 
large stock of each title in their cars. 
It is conservatively estimated that 
each booklet is read by some 20 peo- 
ple, as it is passed from hand to hand. 
All of which George Kellogg finds 
most satisfactory and beneficial to 
Ethicon. 


>The alternate phase of Ethicon 
promotion is its striking series of 
inserts currently appearing in sur- 
gical, hospital and medical publica- 
tions. They have proved absolute 
stoppers. 

This new advertising campaign, 
states Edward Henrys, Ethicon’s ad- 
vertising manager, is radically differ- 
ent from anything done in the past— 
the result of more than a year of 
intensive experimentation in design 
and copy. The objective was to find 
the proper combination of important 
promotional principles — a simple, 
dramatic approach which would lend 
itself to continuity and establish 
brand preference. 

A satisfactory solution of the prob- 
lem was achieved with the coopera- 
tion of the L. W. Frohlich agency. 
It took the form of a distinctive in- 
sert handled with a brilliant poster 
treatment. The front of each insert 
represents a surgical procedure sym- 
bolized in a colorful abstraction that 
retains its medical identity. In each 
portrayal, sutures form an integral 
part of the design without dominat- 
ing it, and each portrayal clearly 
reveals the product in use. The sole 
text here consists of the reiterated 
line: setting new standards—ETHICON 
sutures. 


>The back of each insert is a dra- 
matic presentation of an Ethicon 
product —bold and straight to the 
point. The magnified product, brief 
copy, and rich background colors 
combine to give a startling three 
dimensional effect, which has great 
impact when inserted in a succession 
of standard magazine pages. A spe- 
cially designed typeface gives con- 
tinuity and identity to the product 
and company names throughout. 
These inserts are printed on a vivid 
white paper by offset lithography 
and include no less than four colors. 
Each insert appears for two consecu- 
tive months, thereby reinforcing the 
over-all impression. 

The memorable art produced for 
these inserts is adapted to all other 
phases of the Ethicon advertising 
and promotional program: direct 
mail, displays, literature, and other 
promotional aids. This makes for 
coordination of emphasis with a 
cumulative impact. 

Letters received in appreciation of 
the unusual: art featured in these 
inserts prompted George Kellogg to 





George A. Kellogg . His theory that 
fact and fancy blend to produce effective 
advertising was confirmed by the success 
of Ethicon’s promotion 


get up a limited edition of these sur- 
gical abstractions in a deluxe port- 
folio. There are six in the set and 
they are reproduced vividly by silk 
screen. With their spacious borders, 
they take on the aspect of modern- 
istic prints. When framed, they give 
a smart professional touch to the 
decor of doctors’ offices and hospital 
administrators’ rooms. 

George Kellogg reports the’ Ethi- 
con sales have increased year by 
year. In 1943, when the firm was set 
up as a special division of Johnson & 
Johnson, it had less than a 10°, slice 
of total sales in the suture field. To- 
day, Ethicon enjoys a premier posi- 
tion with 62° of the total. The future 
promises more with a continuance of 
promotions of the foregoing caliber. 

44 


Many New Faces Listed 
In Artype 1955 Catalog 


More than 900 items, including 
hand lettering, type faces, numbers, 
letters, arrows, line, rules, borders, 
symbols, ornaments, etc., are in- 
cluded in the new 1955 Artype An- 
niversary Catalog (Artype Inc., Chi- 
cago). 

Artype characters are printed on 
the underside of transparent, self- 
adhering acetate sheets and are sim- 
ply transferred to any smooth sur- 
face. 

Designed for easy use, the new 
Artype catalog is broken down into 
four categories: 

e Hand Lettering 

e Type Faces 

e Numbers, Lettering and Arrows 
e Lines, Rules, Borders, Symbols, 
eve. 

Artype comes in 10x14” sheets, 
with letters repeated on each sheet 
in the frequency with which they 
occur in the language. A_ backing 


sheet carries instructions for use. 
New Artype forms included in the 

catalog are: 

e 11 new hand-lettered alphabets 

e Seven new typefaces 

e 10 new forms of combination black 

and white circled numbers 

e New 2” size numbers 

e Three new black arrows with 

white outlines 

e Three new forms of symbols. 


For your copy circle No. 505 on the 
Readers’ Service Card inside back cover 


Kodak Folder Describes 
Translucent Photographs 


In a new folder, Eastman Kodak 
Co. (Rochester, N. Y.) describes its 
Translite enlarging paper and Trans- 
lite film, both designed for produc- 
ing translucent photographs. 

Translite film is intended for use 
wherever a photograph is to be 
illuminated by transmitted light 
only—such as photomurals which are 
to be continuously illuminated. 
Translite enlarging paper is used 
when pictures are to be viewed with 
either reflected or transmitted light. 
Typical applications include flasher 
boxes, window-display transparen- 
cies and lamp shades. 

The folder, which is punched to fit 
the Kodak Photographic Notebook, 
includes data on the general char- 
acteristics of both Translite enlarg- 
ing paper and film, information on 
exposing and processing, hand color- 
ing, toning, splicing to produce 
extra-large transparencies, binding, 
mounting and what to do if extra 
diffusion is needed. 


For your copy circle No. 506 on the 
Readers’ Service Card inside back cover 


Brochure Describes 
Copying of Photos 


A complete price list for copying 
of photographs from negatives and 
prints is given in a new brochure by 
Buffalo Photo Copy Co. (Chicago). 

A chart gives a break-down on 
prices of prints on single-weight 
gloss, in quantities of from 1 to 
1,000, in sizes of 5x7”, 8x10’, 842x11” 
and 11x14”. In lots of 100, 8x10 prints 
made from negatives on this paper 
are 814¢ each, and other prices are 
in proportion. Post card prices are 
listed for quantities of 100, 250, 500 
and 1,000. Blow-up costs are typi- 
fied by the 20x30” size which is $5, 
plus $2.40 for mounting. Sizes can 
be had up to 30x40”. The prices for 
sepia, double-weight, matte or linen- 
back paper and for copies from orig- 
inals and art work are slightly 
higher. 


For your copy circle N a 
Readers’ Service Card inside 








X16048 . . . one of the thousonds of our stock pictures 
for $15, with $5 off if you use our credit line. 


did you say 


“STOCK”? 


Yes, Baby, Startling Stock Pictures From 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 

For further information write to 

319 E. 44, New York 17 
Tel. MU 4-5400 


646 N. Michigan, Chicago 11 
Tel. DE 17-1711 
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COT) Geen 


Hand -Lettering 


‘FOR ONLY 


SET TO YOUR ORDER 





ART STUDI0 


SE 
( Telephone Pleasantville 


etme te a 


a 
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SEE OUR PRICE LIST—MORE DETAILS 


FROM YOUR NEGATIVE 


CHICAGO 10 


100 GENUINE PHOTOS 8'2c EACH 


HERE'S HALF OUR STORY 


152 W. HURON STREET., 


BUFFALO 
PHOTO COMPANY 


SUperior 7-6476 
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BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off clean 
FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Dealers every- 
where 


UNION RUBBER 
& ASBESTOS CO. 
TRENTON, WN. J. 


440 Advertising Managers 


requested further informa- 
tion about products or serv- 
ices mentioned editorially in 
a recent issue of AR. 


AR GETS Avid Readership 


Avid Response 
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Unusual Photo 


Abstract Photo-Art 
Provides Ad Impact 


By Phil Seitz 
AR Los Angeles Correspondent 


Searching for some means of mak- 
ing its ads stand out from others in 
the music publications in which it 
advertises, Berlant Concertone (Los 
Angeles) has learned it can do so 
by giving photographs an art treat- 
ment that results in what is felt to be 
a pure form of abstract art. 

Berlant sells tape recorders to an 
extremely discriminating market— 
audiophiles, music lovers and pro- 
fessionals. To appeal to this group, 


an 


Original Photo . . . This photo was used 
to obtain the unusual illustration shown 
above. 


a symbolic and impersonal effect is 
sought in illustrations. 

The current advertising schedule 
calls for one page a month in three 
publications: High Fidelity, Music 
At Home, and Magnetic Tape & 
Film Recording. In each ad, the illus- 
tration, always a musical subject, is 
predominant. 


>The treatment of the photo used 
for the illustration in the first ad, 
a pianist (see illustration) is typical. 
The illustration was made from a 
conventional photograph. When 
taken, the only special effect was in 
the lighting used. Since a line effect 
was desired in this photo, lights were 
arranged to silhouette the subject. 

The original negative was then 
used to make a positive Kodalith 
film print. During the development 
period, the Kodalith was flashed 
with light (solarized). The develop- 
ing was then continued in the usual 
manner. 

The resulting print was the photo 


CONCERTONE 
20/20 


CONCERTONS 20/20 


Helest om { martin 


Continuing Campaign .. . Typical of the 
abstract photo-art ads is this example 
another in the series used tc 


Berlant tape recorders 


promote 


used for the illustration in the Ber- 
lant ad. To further accentuate the 
line effect, the line was offset from 
the mass in printing. 


>The agency for Berlant, Carson- 
Roberts (Los Angeles), which con- 
ceived the campaign and called upon 
photographer Lee Friedlander to 
execute the photo-art, feels the illus- 
trations have achieved the objective 
of getting attention. 

The first two ads plugged a Christ- 
mas promotion of the Berlant Con- 
certone. They resulted in a complete 
sell-out of inventory. 

Jack Roberts is creative art direc- 
tor. Tony Haller is art director. 44 





What’s happening to magnesium? 
e Do many experts still feel (Octo- 
ber ’54 AR) that fast-etch magnesi- 
um plates will revolutionize the 
printing industry within the next 10 
years? 

e Or did the step forward in photo- 
engraving begin to disintegrate this 
year in Dayton? 

e Do magnesium engravings give 
bad reproduction on high-speed 
presses? 

e Do they create severe difficulties 
in high-speed operations? 

els it impossible to separate mat 
from plate after molding? 

e Are there physical hazards in- 
volved? 

e Are magnesium engravings under- 
cut? 

els there danger of explosion in 
melting down when shavings are 
mixed with other metals? 

e Is it true that scrap metal dealers 
will not accept metal that contains 
magnesium? 


> First, some background. 

McCall Corp. notified its own and 
other publications printed in its 
Dayton plant that it would no longer 
accept magnesium plates because of 
undercut engravings, danger of ex- 
plosion and scrap-dealer refusals to 
handle the metal. 

In turn, several publications noti- 
fied their advertisers they would pre- 
fer copper halftones and zinc line 
cuts. One publication said, “If we 
receive them [magnesium], the cost 
of the electro will be relayed on to 
the advertiser.” Outdoor Life, in a 
card to advertising agency produc- 
tion men, for instance, cited bad re- 
production on high speed presses, 
difficulty of separating mat from 
plate, distortion of text type, half- 
tone dots pulled loose and physical 
hazards. 


> All this produced another sort of 
explosion among photoengravers, 
and Dow Chemical Co. (Midland, 
Mich), co-developer of the deep- 
etch process with the Research Insti- 
tute of the American Newspaper 
Publishers Assn. (Easton, Pa.), de- 
scended upon Dayton. 

Out of this came a new explana- 
tion by McCall, which said: 

“It was definitely not the intent of 
the McCall Corp. to discourage the 
use of magnesium plates for all ad- 
vertising purposes. 

“We recognize that it has a num- 
ber of merits that make it entirely 
satisfactory for many types of adver- 
tising plates. 

“We believe it is possible to render 
properly etched magnesium plates 
which are satisfactory for pattern 
and printing plates. 

“We believe it is the prerogative 
of the advertiser to furnish what- 
ever metal plates for reproduction 
purposes he wishes, providing they 
meet our mechanical specifications. 

“The McCall Corp. has a highly 
integrated and efficient printing plant 
that requires standardization wher- 
ever possible. 

“Magnesium has presented some 
production and quality problems in 
our electrotyping department, but it 
is expected that these will be over- 
come by experience and we will be 
able to accept quality magnesium 
engravings. 

“However, until these problems 
are overcome and users are notified 
by letter, we are requesting that all 
original engravings be on zinc or 
copper.” 


>These are temporary problems, if 
anything. AR, discussing the prob- 
lems with a McCall official, has been 
informed that the main reason for 
all the hulabaloo is not engravings. 


The official explained that McCall 
took its stand against the metal as 
a safety measure “until we learn 
how to handle it.” An explosion in a 
scrap metal plant caused a smelter to 
be injured, he said. 

“Our stand has been misconstrued,” 
he told AR. “It is a safety measure. 
There is danger with shavings to 
people who scrap it down. We did it 
to prevent injury to personnel. We 
do not want to handle it in our foun- 
dry.” 
> He explained further, “We have a 
tremendous foundry. Magnesium, in 
contact with other metals, reacts 
rapidly. The elimination of air some- 
times doesn’t stop it. We’re making 
electros out of it until we learn how 
to handle it. The cost of electros 
raises the cost of magnesium to zinc 
or copper, so cuts its use. Our in- 
surance policy was cancelled. They 
want a better system. We are work- 
ing on it with Dow.” 

But no evidence has been found to 
prove that the magnesium caused 
the explosion, although magnesium 
was found in the residue. Scrap 
metal dealers who accept magnesium 
scrap request that it be separated 
from other metals, however. 
>AR visited the ANPA Research 
Institute to discuss, among other 
items, the magnesium explosion 
problem. There, the institute pointed 
out, it has found it impossible to ig- 
nite the metal in any but powdered 
form. Zomag, the trade name for the 
engraving metal, reaches the melting 
point at 1160° Fahrenheit. 

Paper, ink, film and solvents, as 
a comparison, all ignite well below 
the melting point of magnesium. 
These materials are not considered 
other than routine fire hazard items 
among engravers and printers. 

In smelting, the fact that an ex- 
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Easy Way to 


Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is one book that 
enables them to stay on the ball. The 
president of one New York Agency, 
for example, says “Advertising Re- 
quirements is helping me to keep my 
staff up to date. | am requesting that 
all creative and production person- 
nel read it thoroughly.” If you have 
any doubts about seeing every issue, 
we suggest you use the reply card in 
the front of the book to enter your 


own personal subscription at once. 
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plosion did occur has admittedly 
caused deep concern in Dayton and 
Midland and elsewhere. As McCall 
states, “We are working on it with 
Dow.” 


>Undercut (or side-etched) half- 
tone dots are not a magnesium prob- 
lem any more than they are a copper 
or zinc problem. It happens with any 
engraving metal not handled 
properly. 

At the Research Institute, AR was 
shown a combination halftone-and- 
line test cut fresh out of a nitric acid 
bath. This had been produced under 
the routine Dow-ANPA process. 
Under the microscope the engraving 
showed no undercutting. 

Magnesium, which is manufac- 
tured from sea water, is allergic to 
any kind of moisture normally, but 
cold top resists, such as Gaco and 
Empire, make the metal light-sensi- 
tive for etching and prevent pitting 
later. The institute was using Gaco 
in its demonstration for AR. 


>Is the deep-etch magnesium en- 
graving process on the way out? The 
machines, manufactured both by 
Chemco Photoproducts Co. (Glen 
Cove, N. Y.) and Masters Etching 
Machine Co. (Wyncote, Pa.) under 
licenses from Dow, numbered 65 in 
54 different installations as late as 
April, according to the American 
Photoengravers Assn. 

A. J. Powers Jr., Chemco v.p., had 
reported that there are 10 different 
newspaper installations using 21 ma- 
chines, 22 machines in use in com- 
mercial engraving plants, 12 in shops 
doing business forms and book-type 
work, plus several shopping news 
type installations using them. 

Take a couple of individual plants. 
Carroll Photo Engraving Service 
(San Diego) has converted to near- 
100°. use of the lightweight metal. 
The engraving shop of Haywood 
Publishing Co. (Lafayette, Ind.) is 
making extensive use of fast-etch 
magnesium for both line and half- 
tone work for its magazines. 

One Chicago-area engraver is also 
using near-100° magnesium. At 
least two major Chicago engravers 
are using fast-etch equipment and 
putting much of their line work on 
magnesium. 


> As late as July, the Research In- 
stitute reports, the process was in 
use or on order in approximately 60 
engraving plants, using some 80 ma- 
chines. Among coming installations 
are The New York Times and Gen- 
eral Engraving Inc. (Lancaster, Pa.). 
The list of newspapers and commer- 
cial engraving companies whose 
production is 75° or more newspa- 
per work using one or more machines 
has expanded to eight newspapers 


Dow’s Comments 

In a letter appearing in the July 25 
Advertising Age, A. B. Fry of the tech- 
nical service and development section, 
magnesium department, Dow Chemical 
Co. (Midland, Mich.), commented on 
an article which told about problems 
involved in undercut magnesium plates. 
Said Mr. Fry: 

“We at Dow believe the greatest 
attribute of the process to be a high 
quality, shoulderless etch which will 
function equally well for matting or di- 
rect printing. However, we readily 
admit that the Dow etch process is no 
better than the individual who operates 
the unit, just as the quality of a con- 
ventionally etched plate depends on 
the etcher. Consequently, plates etched 
by any method can readily be undercut 
and this result is not in any way a 
function of the metal or etching process 
involved, but is simply a matter of 
craftsmanship .. . 

“It is believed that the Dow etch 
process has progressed beyond the de- 
velopment and field testing stage. There 
are 86 units throughout the U. S. and 
Canada which are producing top qual- 
ity magnesium engravings... 

“Recently the McCall Corp. as well 
as many other firms have successfully 
matted magnesium engravings pro 
duced by users of the Dow etch process.” 


with 15 machines. In one case, Win- 
chester County Publishers, its Yonk- 
ers plant services the newspaper 
chain’s eight dailies and five week- 
lies. 

Combination etching, that is half- 
tone and line together, continues to 
be difficult, the Institute says. 

Four plants reported doing some 
re-etching (the process is billed as a 
one-etch procedure). Four others 
stated all halftones were re-etched. 
Five said negatives were adjusted to 
contain finer highlight dots. Three 
continue with regular exposures. 

Two plants voted magnesium equal 
to conventional methods in etching 
quality, one said far superior and 
five said superior. 


> Because magnesium releases much 
heat when etched, the machines are 
temperature controlled with refrig- 
erants. They recirculate the etchant 
through pumps to keep it mixed. 
But if the latest institute research 
proves successful, the Dow machine 
will become obsolete. 

Actually, there are two new ma- 
chines under test. One is a test model 
embodying a spray-etch approach 
instead of the bath method. This is 
one of several projects now in the 
works at Easton. There would be no 
refrigerant needed. 

Another is a high-speed deep-etch 
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No matter for what purpose you may order electrotypes, 
you have a right to expect a full measure of quality repro- 
duction. And that’s true whether they’re simple electr:.- 
of trademarks, logotypes or product models for dealer use 
or several sets of four-color Atlantictypes, the precision 
duplicates accepted by national magazines as “‘originals”’ 
because of their durability and fidelity. 


At Rapid you get what you have a right to expect because 
of our half-century background in plate making, constant 
improvement in techniques and facilities, and our exclusive 
quality controls. 


And here fine craftsmanship is enhanced by fine service. 


Get more per dollar the Rapid way. 


Good example of Rapid’s precision- 


made products is the curved electro 
° ... the finest duplicate for high-speed 
WY for quality reproduction rotary printing; often chrome plated. 
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plosion did occur has admittedly 
caused deep concern in Dayton and 
Midland and elsewhere. As McCall 
states, “We are working on it with 
Dow.” 


>Undercut (or side-etched) half- 
tone dots are not a magnesium prob- 
lem any more than they are a copper 
or zinc problem. It happens with any 
engraving metal not handled 
properly. 

At the Research Institute, AR was 
shown a combination halftone-and- 
line test cut fresh out of a nitric acid 
bath. This had been produced under 
the routine Dow-ANPA process. 
Under the microscope the engraving 
showed no undercutting. 

Magnesium, which is manufac- 
tured from sea water, is allergic to 
any kind of moisture normally, but 
cold top resists, such as Gaco and 
Empire, make the metal light-sensi- 
tive for etching and prevent pitting 
later. The institute was using Gaco 
in its demonstration for AR. 


>Is the deep-etch magnesium en- 
graving process on the way out? The 
machines, manufactured both by 
Chemco Photoproducts Co. (Glen 
Cove, N. Y.) and Masters Etching 
Machine Co. (Wyncote, Pa.) under 
licenses from Dow, numbered 65 in 
54 different installations as late as 
April, according to the American 
Photoengravers Assn. 

A. J. Powers Jr., Chemco v.p., had 
reported that there are 10 different 
newspaper installations using 21 ma- 
chines, 22 machines in use in com- 
mercial engraving plants, 12 in shops 
doing business forms and book-type 
work, plus several shopping news 
type installations using them. 

Take a couple of individual plants. 
Carroll Photo Engraving Service 
(San Diego) has converted to near- 
100°%, use of the lightweight metal. 
The engraving shop of Haywood 
Publishing Co. (Lafayette, Ind.) is 
making extensive use of fast-etch 
magnesium for both line and half- 
tone work for its magazines. 

One Chicago-area engraver is also 
using near-100% magnesium. At 
least two major Chicago engravers 
are using fast-etch equipment and 
putting much of their line work on 
magnesium. 


> As late as July, the Research In- 
stitute reports, the process was in 
use or on order in approximately 60 
engraving plants, using some 80 ma- 
chines. Among coming installations 
are The New York Times and Gen- 
eral Engraving Inc. (Lancaster, Pa.). 
The list of newspapers and commer- 
cial engraving companies whose 
production is 75% or more newspa- 
per work using one or more machines 
has expanded to eight newspapers 
































Dow’s Comments 

In a letter appearing in the July 25 
Advertising Age, A. B. Fry of the tech- 
nical service and development section, 
magnesium department, Dow Chemical 
Co. (Midland, Mich.), commented on 
an article which told about problems 
involved in undercut magnesium plates. 
Said Mr. Fry: 

“We at Dow believe the greatest 
attribute of the process to be a high 
quality, shoulderless etch which will 
function equally well for matting or di- 
rect printing. However, we readily 
admit that the Dow etch process is no 
better than the individual who operates 
the unit, just as the quality of a con- 
ventionally etched plate depends on 
the etcher. Consequently, plates etched 
by any method can readily be undercut 
and this result is not in any way a 
function of the metal or etching process 
involved, but is simply a matter of 
craftsmanship ... 

“It is believed that the Dow etch 
process has progressed beyond the de- 
velopment and field testing stage. There 
are 86 units throughout the U. S. and 
Canada which are producing top qual- 
ity magnesium engravings... 

“Recently the McCall Corp. as well 
as many other firms have successfully 
matted magnesium engravings pro 
duced by users of the Dow etch process.” 


with 15 machines. In one case, Win- 
chester County Publishers, its Yonk- 
ers plant services the newspaper 
chain’s eight dailies and five week- 
lies. 

Combination etching, that is half- 
tone and line together, continues to 
be difficult, the Institute says. 

Four plants reported doing some 
re-etching (the process is billed as a 
one-etch procedure). Four others 
stated all halftones were re-etched. 
Five said negatives were adjusted to 
contain finer highlight dots. Three 
continue with regular exposures. 

Two plants voted magnesium equal 
to conventional methods in etching 
quality, one said far superior and 
five said superior. 


> Because magnesium releases much 
heat when etched, the machines are 
temperature controlled with refrig- 
erants. They recirculate the etchant 
through pumps to keep it mixed. 
But if the latest institute research 
proves successful, the Dow machine 
will become obsolete. 

Actually, there are two new ma- 
chines under test. One is a test model 
embodying a spray-etch approach 
instead of the bath method. This is 
one of several projects now in the 
works at Easton. There would be no 
refrigerant needed. 

Another is a high-speed deep-etch 
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No matter for what purpose you may order electrotypes, 
you have a right to expect a full measure of quality repro- 
duction. And that’s true whether they’re simple electros 
of trademarks, logotypes or product models for dealer use 
or several sets of four-color Atlantictypes, the precision 
duplicates accepted by national magazines as “originals” 
because of their durability and fidelity. 


At Rapid you get what you have a right to expect because 
of our half-century background in plate making, constant 
improvement in techniques and facilities, and our exclusive 
quality controls. 


And here fine craftsmanship is enhanced by fine service. 
Get more per dollar the Rapid way. 


Good example of Rapid’s precision- 
made products is the curved electro 


. ... the finest duplicate for high-speed 
WY for yy reproduction rotary printing; often chrome plated. 
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machine which one New York en- 
graver says has been developed by 
Mergenthaler Linotype Co. (Brook- 
lyn). This machine reportedly will 
handle copper, zinc or magnesium. 
Mergenthaler officials have not been 
available for comment on this devel- 
opment. 

According to Reilly Electrotype 
Division of Electrographic Corp. 
(New York), such a development 
would spell the end to many phases 
of the magnesium problem — “no 
magnesium.” This Mergenthaler de- 
velopment, it was suggested, would 
be a new boost for copper and zinc; 
a knock for magnesium. 


> No matter what new developments 
come along for improved etching of 
copper and zinc, however, there are 
still some important features of mag- 
nesium which will keep the eyes of 
graphic arts researchers fixed on this 
engraving metal: 

eIt has one-fourth the weight of 
zinc; one-fifth that of copper. 

e It requires less plate storage space. 
elt offers extended plate life for 
press runs—outlasting copper five to 
six times, or possibly even longer. 

e It should be able to be used ex- 
tensively—once problems of under- 
cutting have been licked—for quan- 
tity mat-making without special 
pattern plates. 

e The metal is cheaper than copper. 
e It appears to have great potential 
for curved plates for rotary and dry- 
offset presses. 


> Magnesium, which is considered a 
natural step toward extended com- 
mercial use of the much-discussed 
dry-offset process, is definitely fig- 
uring in further Research Institute 
work. Dry-offset is a combination of 
letterpress and offset principles. 
Positive letterpress plates are off- 
set onto a blanket which delivers 
the image to paper. One potential 
use for this process is as an alternate 
method for printing newspaper sup- 
plements. 

Studies have been made at the 
laboratory concerning negative re- 
quirements, printing down tech- 
niques, etching techniques, press 
specifications, blanket, ink and paper 
requirements as well as press tech- 
niques. It was found that plates 
etched by the ANPA-Dow process 
were infinitely better than those 
etched by the conventional method 
on zinc. It eliminates a large per- 
centage of the halftone break. 

But the preparation of an ideal 
negative remains elusive. When the 
ideal negative and the ANPA-Dow 
etching process features are put to 
use together, there should be no 
platemaking problems for dry-off- 
set, the institute has said. 





And there are other problems re- 
maining, too. The most important 
are the location of a high speed web- 
fed offset press that can be used for 
testing, a more complete investiga- 
tion of inks, an investigation of the 
ideal negatives, curved plate etching, 
and color by dry-offset. 
> But what does all this talk about 
magnesium add up to? 

Like the character in that Gilbert 
& Sullivan operetta, “The Mikado,” 
you can take a firm position atop the 
fence, or you can keep in mind: 


1. Magnesium can, and is, being used 
successfully by many engravers and 
printers. 
2. Some users are 
nesium. 


“scared” of mag- 


3. All segments of the industry are 
working together to learn more an- 
swers about magnesium and its 
problems. 


4. At present, the safest bet is to 
check with your printer or publica- 
tions which will use your plates to 
determine whether they approve of 
the use of magnesium. 
5. The wise advertising production 
man will keep his eye on all devel- 
opments in magnesium engraving. 
He will not be quick to jump to any 
firm conclusions. 
6. It makes no difference whether 
you're using copper, zinc, plastic or 
magnesium—you still have to main- 
tain firm quality controls on your 
engravings. You are just as apt to 
get poor copper plates as magnesium 
plates. 
7. And you are just as apt to find, 
either in magnesium or copper, that 
engravings sometimes give bad re- 
production on high-speed presses, 
create severe difficulties in high- 
speed operations. Or, for that matter, 
you may get text type distorted and 
halftone dots pulled loose, or find it 
impossible to separate mat from plate 
after molding, with copper or mag- 
nesium. 
8. There appears to be no real safe- 
ty hazard in the use of magnesium 
plates—at least none that has been 
confirmed at this writing. 
9. The situation has not changed 
greatly during the past year. More 
people have used magnesium, it’s 
true, but for the most part they have 
found that many of the answers are 
still to be determined by continued 
experimentation and new develop- 
ments. 
10. You can get two or more points 
of view on almost any question con- 
cerning magnesium—with no assur- 
ance that any of them is really the 
answer. Or that any of them won't 
be changed in another day or two. 
44 
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Regardless of the size of your campaign, large or small, 


write today for information on how “Kaufmats” 


can give 


Superior Newspaper Reproduction at a great saving to you. 


* % Also producers of quality Direct Pressure Dry Mats 


and the Special Mat. 


TEAR SHEETS, service, delivery and price 
information gladly furnished upon request. 


1441 FREEMAN AVE 





¢ STEREOTYPE C0 
T Cincinnati 14 Ohio 
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AR 


REACHES 
MORE 
ADVERTISING 
AGENCIES 


ADVERTIOING REQUIREMENTS. 


than any other publication. 
If you sell advertising 
services, materials and 
equipment to or through 
agencies, your ad in AR 
will reach the top in 
response. 
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Report By Leading 
National Advertisers 


First and Only Handbook 
Of Its Kind... $1 


ADVERTISING AGE wrote to 
leading national advertisers 
requesting photographs of 
store pieces that have proved 
themselves to be notably 
effective, together with a 
statement explaining how 
and why the displays came 
into being. 


In this Handbook are re- 
produced 59 displays and 
comments of advertisers 
which the editorial board of 
ADVERTISING AGE believes 
will be of great interest to 
you. 


If you’re looking for fresh 
ideas for your own sales pro- 
motions in the store, you'll 
find this handbook most 
helpful. 


Mail This Coupon Now 
Money-Back Guarantee 


Se ee SSeS SS SS SSS SS SSS SS & 55 
Advertising Age 
200 E. Illinois St., Chicago 


Please send me copies of 


' 

' 

' 

t 

' 

' 

+ POINT OF SALE Report By 
« Leading National Advertisers, 
f at $1 each (10% off for 5 or 
a more). I must be satisfied or 
: my money back. 

: My Name 

; Company 

® Street 

' 

® City 

; City 

; State 

« [) Payment enclosed 

5 (© Bill firm [] Bill me 

8 
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Exposure .. . The original document to 
be copied is placed in contact with the 


Verifax matrix for the normal exposure. 


Contact .. . The matrix is rolled in con- 
tact with the Polychrome V-Kote Plate, 
which is then sponged with V-Kote Etch 


Verifax Copier Makes 
Plates in One Minute 


Low-cost, offset printing plates for 
office-type duplicators can be pro- 
duced in one minute by using the 
Verifax Copier of Eastman Kodak 
Co. (Rochester, N. Y.) and a special 
V-Kote platen and etch solution de- 
veloped by Polychrome Corp. (Yon- 
kers, N. Y.), according to the makers. 

The new direct-image paper plate 
is used in place of regular copy paper 
in the Verifax Copier, which is nor- 
mally employed to make quick copies 
of reports, letters, charts, etc. The 
original copy to be reproduced by 
offset is exposed on a Verifax matrix 
sheet, which in turn is placed in an 
activator solution. 

The matrix is placed on the V-Kote 
plate and then peeled off, leaving 
a blackened copy of the original on 
the plate. When sponged with the 
V-Kote etch solution, the plate is 
ready for the press and will produce 
upwards of 5,000 copies. 

Total materials cost for producing 
a plate by the Verifax method is only 
18 cents. Both Photostat Corp. and 
Davidson Corp. are using the new 
system with their equipment. 44 


Process .. . After exposure, the Verifax 
matrix is placed in the activator solution 


for the usual 20 seconds. 


Let ‘er Roll . . . Sixty seconds after the 
process begins, the V-Kote Plate is ready 
to put on the press and begin printing. 


ITI 


Issue New Edition 
Of ‘Standard Colors’ 


A second edition of “Recommend- 
ed Standard Second Colors for Busi- 
ness Publications” has been issued by 
the American Assn. of Advertising 
Agencies, Associated Business Pub- 
lications and National Business Pub- 
lications to replace earlier copies in 
which color samples have faded. 

While recommended standard hues 
for red, blue, green, yellow and or- 
ange have not been changed, the sci- 
entific identification of the colors 
has been expanded to include a 
“brightness” factor. 

Single copies of the report can be 
obtained by advertisers, printers, art 
suppliers, photoengravers, ink manu- 
facturers and others from American 
Assn. of Advertising Agencies, 420 
Lexington Ave., New York 17. 44 


Screen Process Printers 
To Meet in Atlantic City 


“Sales, Costs and Profits” will be 
the theme of forums to be held in 
conjunction with the seventh annual 





convention of the Screen Process 
Printing Assn. Int'l. in Atlantic City, 
September 10-14. 

The forums will approach the gen- 
eral topic from four aspects—sales 
management, advertising, cost fac- 
tors and cost accounting, and sub- 
sidiary equipment. Victor Strauss of 
New York City and Herbert O. 
Sperry of Philadelphia are in charge 
of the forums. 

Of interest to many in attendance 
at the convention is the fact that the 
opening day marks the finals in the 
“Miss America Contest” at Atlantic 
City. 

The seventh annual convention 
will be a joint effort sponsored by 
the Philadelphia, New Jersey, New 
York City and New York State chap- 
ters of the SPPA. 


Dennison Book Suggests 
Hints for Anniversaries 


Practical ideas on promoting anni- 
versaries, with special attention to 
seals, tags and labels, are given in a 
new booklet by Dennison Mfg. Co. 
(Framingham, Mass.). 

“Your Anniversary—How to Make 
the Most of It” lists nine objectives 
to aid the planning of the promotion: 

Cultivate company prestige 

Strengthen employe relations 

Hold stockholders’ confidence 

Maintain customers’ good will 

Awaken interest of prospective 
customers 

Stimulate selling of your products 
e Bring out a new line or item 
e Introduce new packaging 
e Highlight new advertising or pro- 
motion. 

The booklet explains how slogans, 
advertising, packaging, displays, 
publicity, catalogs and correspond- 
ence can be tied in to the final effort. 

Mounted samples of seals, tags and 
labels which have commemorated 
industrial anniversaries are dis- 
played in the booklet. 


For your copy circle No. 508 on the 
Readers’ Service Card inside back cover. 


‘She'll even look good in coarse-screen 
halftone.” 


® 
@ MATCHED REPRODUCTION 
of your national advertising copy 
for letterpress or gravure 
through one simplified 
service operation 
from: 
COLLINS, MILLER & 
HUTCHINGS, INC. 


+ letterpress @ gravure 
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American business invests more than 100 million dol- 
lars a year in house organs. Because these publications 
play such a vital part in employee and public relations, 
they deserve and get the best—in design, in editing, in 
presswork and in the paper on which they appear. Ask 
your Oxford Merchant to show you successful samples. 


TWO VALUABLE AIDS. (1) Te OXFORD PAPER SELECTOR CHART 
helps you select the right grade of paper for each job. (2) The 
OXFORD PAPER COST CALCULATOR quickly gives the exact 
cost per 1000 sheets for common weights and sizes of printing 
papers. Ask your nearby Oxford Merchant or write us direct. 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. 
OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Ill. 
MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON , OHIO 
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Selling Off the Envelope 


It's becoming increasingly 
popular to use the outsides of 
envelopes for sales messages. 
Here’s what is being done in 
this field. 


By Mildred Weiler 
AR St. Louis Correspondent 


The “sell off the envelope idea” is 
gathering increased momentum 
through the development of some 
new advertising and merchandising 
angles. 

Much of the impetus is coming 
from the envelope makers them- 
selves, who have developed out- 
standing creative departments ca- 
pable of turning out first rate 
advertising ideas. Admen, too, have 
taken note of the ideas developed 
by these departments and have given 
the space on envelopes new consid- 
eration as a place to do some hard 
selling. 


On envelopes these days you'll 
find everything from an interest- 
arousing illustration to a complete 
selling job, including order blank, 
with nothing inside the envelope at 
all. And it isn’t just envelopes sent 
through the mail which are getting 
new attention as an advertising 
medium—envelopes used for almost 
any purpose offer the same _ possi- 
bilities. 


>Take the case of Stern-Slegman- 
Prins Co. (Kansas City, Mo.), manu- 
facturer of Betty Rose coats and 
suits. The company wanted glamor 
and sell on the usual brown kraft 
234x4” envelope which swivels from 
a string attached to a coat and holds 
extra buttons. 

The idea was pitched to an enve- 
lope salesman for Tension Envelope 
Co. (Kansas City). The result: a 
combination button envelope and 
merchandising tag, patent-named the 
Tag-ver-tiser. The Betty Rose pink 
rose trademark is on page one of 
the four-page tag, with selling points 
printed on pages two and three. Page 


four seals up the button envelope, 
on the back of which the style, size, 
color are listed. 

The envelope company which holds 
patent was willing to pass this idea 
along to the next inquiring adman, in 
this case a representative of a lawn- 
mower company. It used the en- 
velope tag idea to print a warranty 
on one part of it and enclose spare 
parts in the envelope itself 


>A switch from a cellophane bag to 
a highly decorative packaging en- 
velope was made by the Terri Lee 
Sales Corp. (Apple Valley, Cal.) 
through ideas presented by the cre- 
ative staff of an envelope manufac- 
turer. A 9x12” window envelope 
with a 214” flap gives teaser view to 
the doll garment enclosed. A full- 
color border of other Terri Lee prod- 
ucts around the cellophane window 
and the back of the envelope contains 
more sales copy. The 214” flap is a 
tear-off order blank. The envelope 
is sealed by touch-and-seal, kwik- 
seal, or self-seal, trade names to 
seals without 


the process which 
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OPAQUE 
PARCHMENT 


Is the answer for those Cata- 
logs, Sales Manuals and Rate 
Books where bulk is an impor- 
tant factor. Strong and durable 
with high opacity, for two side 
printing. Excellent for both letter- 
press and offset, reproducing 
line, halftone and color work 
with high fidelity. Write now to 
Dept. R for your FREE Opaque 
Sample Kit, showing the Cockle 
and Smooth Finishes. 


MILLERS FALLS PAPER Co. 
Millers Falls, Mass. 
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Tell more — show more — sell 
more — save more on Brownville’s 
3 fine lightweights. Tell the complete 
sales story and get plus mileage on 
premium postage. A 17 x 22 Sea 
Foam broadside rides free in regular 
mail. A_ versatile printers’ paper, 
Brownville handles well, produces 
top-quality color jobs. Ask your 
printer to show you — 


SEA FOAM BOND — 9 Ib. lightweight, first 
sulphite manifold on the market. Ideal 
for second sheets, business forms, stuffers, 
broadsides, folders, etc. 


ST. LAWRENCE OPAQUE — a 12 Ib. light- 
weight bond with opacity and economy 
of weight. .Unexcelled for snap-outs, 
multi-copy forms, booklets, price lists. 


STARLITE OPAQUE BOOK —a strong new 
30 Ib.’ lightweight book with maximum 
opacity for fine color work. Tops for pack- 
age inserts and brochures. Dull or Gloss 
finish; Gloss takes up to 100-screen. 





WRITE ON YOUR 
LETTERHEAD FOR FREE 
SAMPLE BOOK OF EACH PAPER 
Please address Dept. C-5 


102 * ar + September 1955 


moistening. Sales rocketed with the 
use of this envelope packaging idea. 

Another packaging window enve- 
lope, 642x114” with a 3x4” window 
at the extreme left, windows the 
product and sells off the envelope 
with ad copy on front and back. A 
photographer specializing in school 
and college pictures finds this enve- 
lope increases sales. 

The Boom-O-Ring Toy Co. (Mt. 
Olive, Ill.) launched a new toy 
which it wanted to package and sell 
direct from store counters. After 
considering both boxes and cello- 
phane bags, the company’s agency 
contacted an envelope man and came 
up with a bright yellow kraft enve- 
lope tailor-made to fit the parts of 
the Boom-O-Ring toy. Printed in 
bright green, artwork on the front 
of the envelope provides the sell, 
while how to assemble and use the 
toy is explained with charts and copy 
on the back of the envelope. 


> Not the least of an adman’s trou- 
ble is checking the accuracy of mail- 
ing lists. Here the envelope geniuses 
come up with some good round-trip 
envelopes, where the prospect’s name 
on the envelope becomes his return 
address when he sends it back to 
you. These are usually self-mailers— 
such as one used by the Dallas 
Tuberculosis Ass’n—and the recip- 
ient’s name and address appear in 


BROWNVILLE PAPER CO. 


The Mill of Fine Lightweight Papers | 


Bridge St. Brownville, N. Y. | 





the upper left hand corner after the 
word “from.” On the first trip this 
name and address is covered by the 
envelope flap. When remailed back 
to sender, whose printed address is 
on the inside of the mailing piece, 
it becomes the return corner card. 
There is no problem in deciphering 
that prospect’s name when it comes 
back to you. 

Such self-mailers frequently have 
space for advertising copy or a ruled 
order blank. 

Incidentally, result statistics, also 
carefully compiled by suppliers, show 
that additional lines added to a re- 
turn order form have a positive psy- 
chological effect. A man is likely to 
order more if there are more lines 
on a blank than he needs. 


> Another self-mailer used for solic- 
iting funds, called the Check-V- 
Elope, uses the side flaps idea, one 
of which is a blank check and the 
other a subscription form. The over- 
all folded piece is 444x5%4”. 

Cutting costs is also a good adver- 
tising and merchandising idea. At 
least TWA might feel that way about 
it. With a volume of schedules and 
advertising pieces to be inserted in 
the usual clasp envelope regularly, 
TWA took its problem of time and 
costs on this project to its envelope 
idea men. 

TWA needed a good package into 
which the bindery worker could in- 
sert the material faster. After three 
years of experimentation, the enve- 
lope manufacturer (Tension) came 
up with the Kwik Klasp kraft en- 
velope patented early in 1955. Stuff- 
ing time with this envelope was 
reduced from three hand motions to 
but one. TWA not only got its mate- 
rial out faster but cut the costs. 

Since then other inquiring admen 
learned about this and have used the 
same idea. One St. Louis firm cut 
inserting time 11% and another is 
saving $1 a thousand on stuffing. 


> The flash message idea behind the 
business window envelope is not 
new, but some advertisers are getting 
new response by a swatch of color 
and more copy than the casual 
“thank you.” Billy Graham, for in- 
stance, uses a facsimile of his signa- 
ture along with the key signature 
of his radio program. 

Picking up this same idea, a busi- 
ness man says he had more comments 
since he added his signature to the 
“thank you” in his window envelopes 
than on any of his other direct mail 
advertising. 

Advertisers such as the Brod- 
Dugan Co. (St. Louis), which uses 
a reverse message on a green back- 
ground and includes a “May we serve 
you again soon?” line, report in- 
creased good will response. The cost 





the superiority of 
Manifest Bond 


SUPERIOR TEXTURE—Proven In 10 Seconds! 
You need only feel the smooth, printable quality 
surface of Manifest Bond! 

SUPERIOR COLOR—Proven In 10 Seconds! 
Compare under natural or artificial light. See 
instantly the brighter, whiter, cleaner quality of 
Manifest Bond! 

SUPERIOR STRENGTH—Proven In 10 Seconds! 
It’ll take no longer to find out how much stronger 


Manifest Bond is than most other economy 
sulphites! 


SUPERIOR PERFORMANCE-—ProvenIn 30 Seconds! 
Your Eastern merchant can show you in one-half 
minute—to your complete satisfaction—how the 
dimensional stability and micromatic trimming 
of Manifest Bond insure smooth feeding, sheets 
that take ink evenly—look like a lot more than 
they actually cost! 


If you’re willing to spend one minute finding out why printers 


EASTERN 
Ment” 


prefer Manifest Bond...call your Eastern representative today! 


Manifest Bond 


“*“QUALITY WITH ECONOMY” 


EXCELLENCE IN FINE PAPERS 


A product of Eastern Corporation +» Bangor, Maine 
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meenah asks: 

































































who notices if you are 
using a fine rag bond for 
your business letters? 

























































































just those who receive your letters... 
that’s who! 

















and since their feelings are important, why not increase the prestige of your 
letterheads by using a fine rag bond by Neenah? 





























Want a letterhead that will be preferred by 
your customers? Then ask your printer for a 
free copy of the ““Neenah Guide to Preferred 
Letterheads.” It is based on a four-year survey 
that determined what businessmen preferred 
in letterheads 


cently 


FALE BUSINESS PAPERS 
S\ACE 1873 












































NEENAH PAPER COMPANY - Neenah, Wisconsin 
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of the extra color and extra line of 
type is nominal. 


>A variation of the safety paper 
lined envelopes associated with 
bonds and checks and other valuable 
papers sent through the mail is the 
over-all pictorial design showing 
products and industry of any one 
state instead of the trademark of the 
company. Some admen in Missouri, 
Arkansas, Nebraska, Oklahoma and 
some other states are using this idea. 

Good utility ideas have been 
worked out by chemical and drug 
admen with their envelope manu- 
facturers. Lined envelopes to protect 
medical products are not new, but 
the experimentation with chemically 
treated papers which throw off a 
vapor when sealed did open up new 
ideas and uses for other manufac- 
turers. Metal parts, for instance, 
when placed in this type envelope 
will not rust. 

The Cummins Engine Co. (Co- 
lumbus, Ind.) uses this chemically 
treated envelope for engine parts. A 
departure from the plain brown kraft 
parts envelope is also indicated in 
Cummins’ two-color design. 


> Perhaps direct mail admen more 
than others have used the help of 
the envelope creators. As far back as 
20 years ago the nurserymen grasped 
the importance of selling off the en- 
velope. From the traditional kraft 
envelope that shrouded colorful seed 
catalogs they gradually emerged to 
the gay garden and floral colored de- 
signed envelopes which definitely 
take the buyer inside. 

Some now utilize the back and 
sometimes the front to offer special 
premium items not offered any- 
where else in the catalog. This does 
give them an accurate test of the 
readership on the outside of their en- 
velopes. Profits from these special 
premium offers on the outside of 
nursery catalog envelopes not only 
pay for the cost of the envelope, but 
also for the labor cost of inserting 
the catalog in the envelope. 

In the same classification, catalog 
direct mail admen in other indus- 
tries prove that an expensive cata- 
log is lost by simply mailing it in 
a sturdy plain envelope. Many use 
pictures of some of the items shown 
in the catalog on the outside of the 
envelope. An example of a one- 
color job is the catalog envelope of 
Champ-Items Inc. (St. Louis), which 
uses at 4x6” mailing card in the 
lower left hand corner and covers 
the balance of the envelope face with 
reproductions of catalog items. 


>A combination catalog and first 
class mailing envelope of H. C. Davis 
Sons’ Mill Machinery Co. in two 
colors shows a strip of machinery 
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Photo. by Edw. Wilson. 


Point upward in your printing. Your customers—your business—will look 


up too. Whether you print by letterpress or offset—if you have photographs or paint- 
ings to reproduce—always use a coated stock, preferably a Cantine paper, made 


for the finest halftone reproductions. Printing “looks up” on Cantine papers. 


LETTERPRESS OFFSET-LITHO 
Hi-Arts Hi-Arts Litho C. 1S 


s 4 
Ashokan Zenagloss C. 2S. ; i , 
M-C Folding Book Zenagloss Cover C 25 Mt UE) C 0 AT EB PA p F RS 
M-C Folding Cover Lithogloss C. 15. : a 


Zena Catskill Litho C. 15S. ale tacos 
Cotskill Catskill Offeer C. 25. THE MARTIN CANTINE COMPANY 


oo ee See Specialists in Coated Papers ince 1888 
oftone Esopus Tints C. 25S. , slenidianiatine : ere eee on 
Esopus Tints SAUGERTIES, N. Y. and NEW YORK CITY 


Esopus Postcard (In Los Angeles and San Francjsco: Wylie & Davis) 





halftones across the face of the en- 
velope with sell copy on the flap. 

Catalog admen, too, have admitted 
that the use of the same envelope 
for mailing catalogs mailed yearly 
or even quarterly is a mistake. The 
recipient recognizes the envelope 
and in many instances the new cata- 
log is tossed into the wastebasket 
in the envelope because it seems to 
be a duplication of one he already 
received. 

An insurance adman looking for 
a new selling idea that would give 
him a combination advertising, ap- 
plication and remittance form, 
worked with his envelope men, who 
re-engineered some of their equip- 
ment in order to come up with a 
patented form which measures 84x 
13%”. Advertising copy and policy 
information printed in two different 
colors on each side builds up to the 
lower portion of the piece, which is 
a combination remittance and appli- 
cation envelope. The entire form 
folds to a 354x85%”. 


>In an address before the Advertis- 
ing Federation of America, H. Kurt 
Vahle, vice president and sales man- 
ager of Cupples-Hesse Corp. (St. 
Louis), gave some potentials in sell- 
ing off the envelope by quoting 
Look magazine’s results on the pic- 
ture envelope. Using 100% asa 


maximum efficiency, the Look en- 
velope with nine pictures rated 
100%; the envelope with five pic- 
tures 97%; and the envelope with 
only half of the envelope covered 
with pictures rated 88%. 

The publisher of a hobby maga- 
zine reported he sold 100 new 
subscriptions when an embossed 
textured paper was used to 95.5 sub- 
scriptions when letters were mailed 
in regular smooth envelopes. 

Part of Mr. Vahle’s speech in- 
cluded the power of color statistics 
on envelopes. A Baptist church 
sponsoring a 30-minute radio pro- 
gram switched from a brown kraft 
mailing envelope printed in black to 
a “heavenly” blue. An immediate 
15% increase in response resulted 
and continued at that pace through- 
out the year. 44 


Linton Distributes 
“Ideas on Bristols” 


Ideas on the use of Bristols for 
different types of businesses are in- 
cluded in a series of kits, “Ideas on 
Bristols,” offered by Linton Brothers 
& Co. (Fitchburg, Mass.). 

The first two kits in the new series 
list factors necessary for “quality 
appearance,” such as: 

e Substantiality of the printed piece. 





e Uniform and attractive printed 
surface. 
e Appropriate choice of colors and 
finishes. 
e Typography. 
e Cutting and scoring techniques. 
e Printing. 

Each kit contains specimens of 
commercial jobs done on Bristol. 


For your copy circle No. 509 on the 
Readers Service Card inside back cover. 


Waterproof Paper Offered 
For Outdoor Sign Users 


A waterproof paper stock designed 
for outdoor signs and “virtually im- 
pervious to water” has been intro- 
duced by Hobart Paper Co. (Chi- 
cago). 

Called Aquapello White Sign Fi- 
bre, the new stock is treated and 
beater impregnated with a water- 
proofing additive that eliminates the 
need for varnishing either before or 
after printing, according to the man- 
ufacturer. 

Aquapello is available for immedi- 
ate delivery in most sizes of sheets 
and rolls and is suited to all types of 
printing equipment and processes, 
Hobart says. 

Samples and detailed information 
about Aquapello are available. 


For your copy circle No. 510 on the 
Readers’ Service Card inside back cover 





Here’s a strikingly different, deckle edge text 
and cover paper that really “shows off’’ modern 
or traditional design. 


Stocked in twelve colors and white, in both 
text and cover weights, Curtis Tweedweave is 
surface sized for superior reproduction by 
Letterpress or Offset Lithography. 


It’s perfect for booklets, folders, tent cards, 
menus, announcements, greeting cards, self- 
mailers, sales promotion kits, calendars, pro- 
grams and screen process folders. 


Call your paper merchant for samples of Curtis 
Tweedweave. He’ll gladly make up dummies to 
fit your specifications, provide sample books 
or layout size sheets. 


CURTIS PAPER COMPANY 
NEWARK, DELAWARE 
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... the inside picture of a traveling road show. 


By Newcombe Baker 
Advertising Manager 
Materials Handling Division 
Yale G Towne Mfg. Co 
Philadelphia 


Some time ago I accepted the job 
as manager of special sales promo- 
tion for Yale & Towne Mfg. Co.’s 
materials handling division to man- 
age something referred to as an in- 
dustrial road show. After an ex- 
tended tour on the road, I hung up 
my script, passed the mike to other 
hands and accepted the job as ad 
manager of the division. I believe this 
reversal of roles has given me pecul- 
iar license to compare notes from 
both sides of the fence, and to appre- 
ciate the opposing attitudes involved 
in a project such as an industrial 
road show. 

To me, while I was show manager, 
the show was the thing. It was an end 
in itself—it had its own goals of per- 
fection. I fancied it the answer to all 
sales problems. I know better what 
it means that the show must go on 
in spite of big winds, power failures, 
sand storms and all the rest of it. 

But this is not my story, rather 
the evaluation of what the show 
accomplished. It was conceived to 
capitalize on the many sales and ad- 
vertising benefits which could be 
realized from actual demonstration 


of Yale & Towne products in the 
major marketing areas of the U. S. 
and Canada. 


> These were the objectives origin- 
ally set down: 

e To increase the sale of Y&T equip- 
ment and to help establish the name 
Yale as the leader in the materials 
handling industry. 

e To bring to each sales territory a 
live demonstration of Yale & Towne 
equipment which would best show 
the wide breadth of its application 
to industry on the local level. 

e To allow our geographical sales 
offices and distributors an opportu- 
nity to give their customers and 
prospects a closer, more personal 
contact with equipment features and 
applications. 

e To extend and back up Y&T’s na- 
tional ad program by adding a local 
point-of-sale aspect to a heretofore 
selling-from-the-book program. 

e To increase coverage and dovetail 
with advertising as an adjunct to our 
present media. 

e To increase and stimulate inquiry 
returns for salesmen to follow. 

e To increase publicity linage and 
inquiries, thereby furthering Yale & 
Towne’s acceptance and 
leadership. 


industry 


e To lessen the necessity of partici- 
pating in national trade shows (ver- 
tical and horizontal) in which there 


is a constant condition of competing 
with other materials handling manu- 
facturers for a prospect’s interest 
and where it is almost impossible to 
feature a well-run, narrated, moving 
demonstration. 


> Perhaps the most important phase 
of this project and one on which its 
success rested most heavily was the 
advance work. While our represent- 
atives were at first dubious as to the 
import and potential of a promotion 
of this sort, as the show gained in 
reputation it became _ increasingly 
easy to enlist the cooperation of the 
representative in each area. 

Seven weeks before the show was 
to arrive in the representative’s area, 
he received a manual of preparation 
and operation. A week later the show 
advance man came to town and went 
over the whole plan with the repre- 
sentative, in particular helping to 
select a suitable place for showing. 

The first advertising piece was 
mailed at this time. It was the direct 
mail teaser, “Yale Road Show is 
Coming Your Way.” Two weeks be- 
fore the show date an invitation with 
return post card was sent to the same 
list. Representatives were supplied 
with bulletin board sheets for plants 
in their areas. Four-color post cards 
were also available as additional 
mailing pieces. Local newspaper ad- 
vertising was prepared on a 50-50 
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Under the Big Top 
Yale & Town “‘stars’’ 


basis. Business publication advertis- 
ing backed up this entire promotion. 


> Publicity on the national level was 
handled from our Philadelphia office. 
On the local level, publicity results 
were in direct proportion to the time 
and effort spent by the representa- 
tive and the advance man in getting 
to see the city desk and other local 
publications. 

A day or two prior to show date, 
telephone calls were made to as many 
guests as possible, attracting the key 
men we particularly wanted to at- 
tend the show. 

The show crew originally consisted 
of six men, later reduced to five 
traveling, plus one man assigned by 
each local representative during our 
stay in his territory. Selecting the 
working members of the crew posed 
something of a problem, for there 
was no doubt they had to double in 
brass—as truck drivers, circus tent 
roustabouts, equipment demonstra- 
tors, maintenance mechanics and 
top-notch customer relations men. 


> Fundamentally, the traveling show 
was held to increase the sale of Yale 
& Towne materials handling equip- 
ment. Although there were several 
examples of sales made directly un- 
der the big top, it was not the intent 
or purpose of this show to make 
direct sales. Certainly this unearned 
increment was welcomed, but the 
true value of the show was as an 
aid to salesmen, not as a substitute 
for them. 

Primarily this aid came from live 
demonstrations. The performances 
gave our representatives an oppor- 
tunity to demonstrate to business 
men in their own towns the versa- 
tility of modern industrial trucks 
and attachments, presented in an at- 
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Author Newcombe Baker narrates from the left, while one of the 


is put through its paces by an operator. The tent measured 
x40’ and was supported by 26’ center poles and 12’ side supports 


mosphere uncluttered by the counter 
claims of competition. 

The entire stage was Yale & 
Towne’s. The spotlight was constant- 
ly on our equipment—hoists, trucks, 
attachments. And the handpicked 
audience represented the cream of 
sales prospects in the area. 


> Long before the show moved into 
an area, it began to stimulate sales 
activities. Mailing lists were brought 
up to date because personal invita- 
tions were to go to each name. Per- 
sonal phone calls were made, often 
virtually to the complete prospect 
list. Even when the prospect was un- 
able to attend, the attention paid him 
and the ideas left with him were a 


% 


Everything Right at Hand 


valuable contribution to customer 
relations. 

Prospects and customers discussed 
their own problems with Y&T plant 
experts. They examined our equip- 
ment. They talked shop with other 
materials-handling-minded men. 
After the show left town, our repre- 
sentatives had a backlog of follow- 
up calls based on mail, phone and 
personal contacts, local advertising 
and publicity. In addition, our Phila- 
delphia office received many hun- 
dreds of inquiries, ranging from re- 
quests for driver-training manuals 
to direct sales leads. These were 
processed and forwarded to the near- 
est sales outlet. Many were new con- 
tacts. 

In districts where a new repre- 
sentative had been appointed but 
had not had the opportunity to be- 
come widely acquainted with mate- 
rials handling men in his area, the 
show was of particular value. Here 
the show offered the opportunity to 
develop wide contacts and, at the 
same time, the prestige of company 
backing. 


>The scope of the show itself im- 
pressed both representatives and 
audience alike, for this was a big 
show—the biggest the industry had 
ever seen. It was a pioneer show, 
the first of its kind in our industry. 

But it did have one drawback as 
a sales training school. It had been 
hoped that the show would serve as 
a training ground for sales personnel. 
However, the road show worked on a 
tight, carefully - planned schedule. 
Because it had to be as near perfect 
as possible at all times, it was not 
feasible to use any but the most 
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This picture gives an over-all view of the average 
presentation. The trailers used to transport the equipment between shows doubled for 
use as an office, a motion picture projection room and a refreshment stand 





skilled men in demonstrating Yale & 
Towne equipment. Only experienced 
mechanics and trained salesmen 
could be used for maintenance and 
as sales representatives. 

The advertising value of the show 
itself was obvious as it drove across 
the continent, the two trailers with 
signs on either side being comparable 
to four full-size moving posters, with 
local advertising at each stop offer- 
ing added impact. 


>The Yale & Towne traveling road 
show visited 69 cities, from Portland, 
Me., to Portland, Ore., from Van- 
couver, B. C., to Miami, Fla.—with 
six performances in each city. Tour- 
ing some 26,500 miles, it welcomed 
over 65,000 people, from company 
president to operator personnel. Ev- 
ery major marketing area was vis- 
ited, representing over 82° of the 
industrial buying power in the U. S. 

It’s axiomatic that show business, 
even under a striped tent with me- 
chanical marvels for stars, costs 
money. The budget for our show was 
$250,000. The cast represented a fi- 
nancial investment well over $100,- 
000, easily the equivalent of the 
staging of an expensive Broadway 
show. 

After the show settled into a rou- 
tine, the expenses ran at a rate of 
approximately $7,000 a month. Early 
expenses were particularly high, for 
instance, publicity costs being delib- 
erately peaked for the first tour 
from the grand opening in Miami to 
the Materials Handling Exposition in 
May. 


>It might be interesting to know 
how these routine expenses broke 
down: 
Production 33% 
Traveling 22% 
Salaries 17% 
Publicity 6% 
Printing and supplies 6o 
Miscellany (show space, ad- 
vertising, guard service, gaso- 
line, etc.) 16°, 


>In the final analysis, the show re- 
sulted in: 

@ 47,253 personal contacts. 

e 139,000 direct mailings. 

e 6,500 phone contacts. 

e 147 advertising messages. 

e 413 publicity messages. 

e 2,352 immediate inquiries. 


> The traveling show is not the cure- 
all for all sales problems, no matter 
how successful in itself, but an ever- 
increasing, familiar landmark on the 
American landscape. 

It was an outstanding success. For 
an economical expenditure it offered 
Yale & Towne the leading sales pro- 
motion and public relations attrac- 
tion in the industrial field. But it 
must be borne in mind that much of 


the over-all success of this show re- 
sulted from its being the world’s 
first, with all the newness that goes 
with that title. 

Powerful as it was in sales impact, 
it was a supplemental rather than a 
basic promotion, having its sales ap- 
peal primarily through personal con- 
tact, and therefore limited. The show 
itself could not in any measure re- 
place national advertising, sales bul- 
letins and brochures the basic 
tools of the industrial salesman. 


> Would we do it again? 

There would be no justification in 
keeping the show on the road as a 
continuing promotion, or even rerun 
at regularly scheduled intervals, be- 
lieve it or not. To be an effective 
sales tool and to attract a high caliber 
of customers and prospects, many of 
whom would have seen the first 
show, it would have to offer new 
equipment pieces, new methods, to- 
tally new concepts. 

Again, I'd like to point out, this 
type of promotion cannot replace the 
many other basic promotion activi- 
ties. It could prove its value and be 
seriously recommended again if the 
money was available beyond the 
limitations of the normal advertising 
budget. 44 


Jack- Bilt Offers 
Stick-On Badges 


A new type of identification badge 
for conventions, sales meetings, ex- 
hibits, etc., has been developed by 
Jack-Bilt Corp. (Kansas City, Mo.). 
Called E-Z Stick-On Identification 
Badges, the new product eliminates 
the need of pins or inserting cards 
in holders. 

E-Z badges are cardboard with a 
special adhesive backing that adheres 
to cloth without harm. They can be 
removed and reapplied many times. 

The new type of badge comes in 
several styles—both stock and cus- 
tom designs. Stock 3x3” badges cost 
414¢ each in 1,000 quantities. Cus- 
tom-made badges in 1,000 quantities 
range from 5¢ each for one-color de- 
signs to 7¢ for three colors. Prices 
include artwork and all production 
costs. Blank badges for local im- 
printing are also offered. 

In addition to use as convention 
badges, the new E-Z badges are be- 
ing used for “on-person” advertising 
and sales clerk identification by sev- 
eral firms. One major advantage of 
the badge is that it can easily be sent 
by mail, helping to eliminate opening 
hour jam-ups at shows. 

Complete details and samples are 
available. 
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SEND FOR THIS 


Free Book 


It’s crammed full of new selling “gimmicks” 
Ta UT Mie lame mete ere 


HOLLYWOOD 
PP ae 


116 East 32nd Street, New York 16, N. Y 
Telephone: ORegon 9-4790 


YOUR PROSPECTS 


IN THE NEW YORK AREA are now listed 
for fast, direct contact in the New GUIDE. 


if you sell Advertising Essentials or Sales Aids 
Subscribe Now to this service. 


> Major firms and advertising agencies indexed. 
> Over 10,000 executive buyers’ names and positions 
> Published annually with supplements. 
1956 EDITION NOW AVAILABLE. 
Write for Guest | First comprehensive 
Tickets or Ex hib-| and aut — ive ( sn 
forthe ath Annual | OL its kind ever pub- 
adesdnaicen. | lished. Ina een ble 
tials Show, _ | bound book with bi 
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Limited charter sub 
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14,15,16,1955 
The Biltmore, N.Y. C. 

ADVERTISING TRADES INSTITUTE, Inc. 

270 Park Ave., New York 17,N.Y¥.  MUrray Hil) 8-009! 


FOR SPECIAL HANDLING ADDRESS MISS E.OWEN 


Coming Your Way! 
FIRST NATIONAL 


BUSINESS GIFT SHOW 


BILTMORE HOTEL, N.Y.C. 
September 12, 13, 14—1955 
Greatest array of Business Gifts under one 
roof the answer to your Business Gift 

Requirements 
For complimentary tickets and/or informa 
tion contact Mr. Gurian and 


EXKIBIT MANAGEMENT ASSOCIATES 
505 Fifth Ave., N.Y. 17. MU 2-0326 
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SALES experience in the Graphic Arts with some 
knowledge of bindery srations. Age 25 to 40 
college background or experience in mediun 
sized production business would help. Office and 
warehouse a few blocks south of Loop in Chi 
cago, convenient to local transportation. Salary 
minimum $7 a week. Give full details witt 
address and phone number. Box c/o Adver- 
tising Requirements, 2 E. Iline Street, Chi 


cago Iline 
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NOW- HOLD SIMULTANEOUS SALES 
MEETINGS COAST-T0-COAST 


Sheraton Hotels Closed Circuit TV Network 


Now management can talk 
privately ‘“‘face to face’’ with the 
entire sales force . . . introduce a new 
product simultaneously to dealers in 
all territories ... get reactions and 
answer questions from plant per- 
sonnel scattered all over the country 

all without pulling a single key 
man from his district and without 
paying costly travel expenses! 

That’s Sheraton Closed Circuit 
Television Network, available in all 


Sheraton Hotels (or independent 
hotels in non-Sheraton cities). An 
experienced staff handles production 
details, assists in all planning, in- 
cluding budgeting and analysis. 

LEARN MORE about this newest 
and most modern way to communi- 
cate “‘in person”’ at less cost. Write 
for free booklet, “Sheraton Closed 
Circuit TV Network,’’ Sheraton TV, 
Park Sheraton Hotel, New York, 
N. Y., COlumbus 5-3830. 


HERATON 


~*~. The Proudest Name in 


IN THE U. S. A. 


ANAPO 


me 


r INGFIELD, Mas [8 
7 3 a - Koyal r Jurentier as 

RA FA heraton-B k 
Non-Sheraton cities may also be included in the Sheraton TV Network.) 
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SPECIAL OFFER 
Beautiful 
"NEW DESIGN'’ SHADOW BOXES 


314" High Impact Plastic Frame. 1312 x 1134” 
overall. Takes 8 x 10 transparency. Use vertical, 
horizontal or hang. 


Available in mahogany or white translucent. 
— Metal housing. Individually packed. Ideal 
for display or merchandising use. Plastic 
sign can be attached for sales message. 
Underwriters’ Laboratory Approve 
Completely Electrical—with 
switch—just plug in 


MIDDLE WEST DISPLAY & SALES CO. 


For Special Prices—Write to: 


1635 W. Melrose Street, Chicago 13, Illinois 


. for more details circle 674, page 133 
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Schedules of Shows 
And Exhibits Published 


The Annual Schedule of Shows 
and Exhibits for 1955 has been com- 
piled by Exhibitors Advisory Coun- 
cil Inc. (New York) for members of 
the council. The schedule is in three 
forms — industry, chronological and 
geographical. Supplements are issued 
periodically during the year. 

The council listings are also avail- 

able to non-members at the follow- 
ing prices: 
e Industry classification . $15 
e Chronological listing... 10 
© Geographical listing ..... 23 10 
e Complete schedule—industry, 

chronological and geographical 35 

Supplemental lists are included in 
the initial price and are mailed to 
subscribers automatically. A file 
folder describing the service and 
schedules is available. 


For your copy circle No. 512 on the 
Readers’ Service Card inside back cover 


Functional Display Builds 
Lightweight Exhibit Units 


Lightweight construction of alu- 
minum, wood and wood composition 
for easy handling and inexpensive 
shipping is a prime feature of a new 
stock exhibit line described in a 
folder by Functional Display Inc. 
(New York). Designed for standard 
exhibit booths, the units are easy to 
set up and dismantle. 

The company lists the following 
advantages of the new units. 

e Units are sprayed in washable, 
durable lacquer. 

e A permanent, reusable tekwood 
shipping case is included in the price 
of each unit. 
e Background 
changed. 

e Lighting, lettering, photos, trade- 
marks, cutout letters and artwork 
may be added. 

e Company names are hand lettered 
across the top. 

e All units fit the standard 8 ex- 
hibit booth space, but can be ex- 
panded to fit booths that are 10’ or 
larger. 


materials may be 


e Larger booth spaces are accommo- 
dated by using two or more single 
displays as one unit. Sections of one 
or more displays can be used for 
booths of irregular size. 

e The approximate shipping weight 
of each unit is 140 lb. 

e Normal delivery time is 30 days. 
e Ten combinations of four colors 
are available. 


For your copy circle No 13 on th 
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Merchandising Opportunity 


UML UU 


The donors of prizes to the “Feather Your Nest” 


tv show are making the most of their 


tie-ins by active merchandising programs. 


TV star Janis Carter demon- 


strates Signal fan, which will go to ‘Feather Your Nest’’ winner 


By Frank Jacobs 
American Home Beautifying Institute 


New York 


Are the mimeographed release and 
the specially placed story in a fan 
magazine the only publicity tools 
available for a television show? 

The answer to this question, so far 
as at least one tv show is concerned, 
is an emphatic “No.” This show is the 
home furnishings-quiz program, 
“Feather Your Nest” (NBC-TV), 
which utilizes the promotional forces 
of 50 participating prize donors in 
publicizing the show. 

This does not mean that “Feather 
Your Nest” does not use the more 
familiar types of consumer publicity. 
It does mean, however, that encour- 
aging these 50 award manufacturers 
to promote the show results in at- 
tracting the attention of entire groups 
of people who otherwise might be 
missed. 


>“Feather Your Nest’s” roster of 
participating donors contains both 
large and small firms. They all have 
one thing in common: they manu- 
facture quality items for the home. 

These firms find it particularly ad- 
vantageous to be a part of “Feather 
Your Nest” if for no other reason 
than that the program provides a 
daily home furnishings showcase. 


“Feather Your Nest” can be called a 
living example in illustrating the re- 
cent surge of interest in beautifying 
the home. 

Everything in the presentation of 
“Feather Your Nest’s’” home furnish- 
ings is designed to fit into the firms’ 
merchandising plans. Each day the 
show combines the popular format 
of a quiz with a tasteful display of 
articles for the home. 


>These furnishings are not placed 
or shown in a helter-skelter fashion 
Indeed, there is nothing out of place 
on the show. Every item is integrated 
into a smartly decorated room which 
is different each day. On Mondays a 
completely equipped kitchen forms 
the setting for the show. Tuesday 
through Friday, there is a living 
room, bedroom, dining room or den. 

Thus, viewers see a continuously 
changing panorama of home furnish- 
ings which makes them more home 
beautifying-conscious and, concur- 
rently, more brand name-conscious. 

The quiz is run by emcee Bud 
Collyer. The furnishings are the do- 
main of hostess-decorator Janis Car- 
ter, who opens every show by de- 
scribing the articles in the “Room 
of the Day.” Miss Carter is no pitch- 
woman, and adjectives such as 
‘‘stupendous,”’ 
“nice” 


“terrific,” or even 
are strictly taboo. Instead, 


her rundown is in the form of a 
descriptive, informative welcome 


>This low-keyed method has paid 
off. Thousands of inquiries have been 
received from viewers asking where 
they may buy items seen on the 
show. As one observer’ recently 
noted, “Feather Your Nest” has more 
than just a viewing audience; it has 
a viewing audience that listens. 

Some of the participating donors 
are large nationwide advertisers; 
others have a limited budget. Size 
of company makes no difference; the 
standard is quality 
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On the Show 






































Hanson Lamps, (3) 












“Feather Your Nest’s” manufac- 
turer-dealer campaign is the only 
one of its kind. The show is the only 
one which stimulates active partici- 
pation by its donors down through 
the local dealer and consumer level 
on a nationwide and continuous 
basis. It is also the only show which 
has an organization such as _ the 
American Home Beautifying Insti- 
tute, which was set up by The Wil- 
liam Esty Co., to handle the awards 
and coordinate plans. 































































































> Both large and small manufactur- 
ers have seen the advantages of pro- 
moting their participation. Of the 
smaller firms a good illustration is 
the Bell Portable Sewing Machine 
Corp., which has a limited advertis- 
ing budget and which doesn’t en- 
compass any extensive national ad- 
vertising. 

Bell Portable’s participation on the 
show has become a standard part of 
its selling program. The company 
calls “Feather Your Nest” a “fine 
example of the way in which prod- 
ucts, program, network and talent 












































































































112 ¢ ar ¢ September 1955 


How ‘Feather Your Nest’ integrates its many 


items of furnishings into a tastefully designed room is shown 
by this picture of a recent set. Surrounding hostess-decorator 
Janis Carter are the wares of (1) Drexel Furniture, (2) Paul 
Red-Cliff lronstone Ware, (4) Franklin 


Ronson Lighters, 








ean all boost themselves by intelli- 
gently boosting each other.” 

Bell Portable has promoted its 
participation in several ways. Win- 
dow banners announcing the firm’s 
tie-in have been sent to every dealer 
along with a list of every station 
carrying the show and the dates 
when the Bell Portable is seen. The 
firm also includes in its dealer news- 
letter ways of promoting the show 
through window displays, mentions 
in consumer advertising, and the 
buying of local spots following the 
show. 


> Fieldcrest Mills, which supplies 
the sheets, blankets and towels seen 
on the show, considers “Feather Your 
Nest” store promotions “an excel- 
lent opportunity to promote mer- 
chandise from a quality and fashion 
angle.” 

In planning detail displays, they 
have made use of both window and 
interior space, working around the 
slogan, “Feather Your Nest with 
Fieldcrest.’ The window displays, 
besides Fieldcrest merchandise, in- 


Pen and Desk Set, 


Homestead Drapes, 


Pictures, (5) Luxtrol Light control unit, (6) Sheaffer Snorkel 


(7) Virginia Metalcrafters accessories, (8) 
(9) Erickson handmade glassware, (10) 


(11) Jackson & Perkins Roses. Each day a 
different room is featured on the show 


clude a giant photograph of “Feath- 
er Your Nest’s” stars, Bud Collyer 
and Janis Carter, and a large repro- 
duction of the show’s insignia. The 
interior display features the giant 
photo, and both spaces carry infor- 
mation of the program time and local 
station. 

Each time a contestant selects 
Fieldcrest merchandise as her prize, 
the firm writes a personal letter of 
congratulation, tells her the name of 
her local dealer and suggests that 
she look over the other Fieldcrest 
items. At the same time, Fieldcrest 
writes the buyer of the store and out- 
lines the format and scope of the 
show. A copy of the letter to the 
winner is attached. 

How far “Feather Your Nest” mer- 
chandising can be carried is well 
shown by the program of one Field- 
crest dealer. Besides setting up win- 
dow and counter displays, he ran a 
full-page newspaper ad with the 
headline, “Feather Your Nest with 
Fieldcrest,” a picture of its stars, and 
information as to time and station. 


For this promotion, Fieldcrest sent 
its publicity manager, who appeared 
on a local news show and also made 
one-minute filmed commercials, 
which were telecast during the pro- 
motion. 


> We have discovered that each firm 
which promotes “Feather Your Nest” 
sets off a literal chain reaction of 
resulting benefits: 


1. The manufacturer benefits in that 
merchandising “Feather Your Nest” 
gives far-flung dealers a connecting 
promotional link and a new selling 
tool at the local level. 


2. The sponsors of “Feather Your 
Nest,” the Colgate-Palmolive Co. and 
the Reynolds Tobacco Co., benefit by 
having the promotion staff of 50 
leading firms drawing more people 
to tv sets to watch the show and, 
simultaneously, the sponsor’s mes- 
sage. 


3. The thousands of dealers involved 
benefit by having a showplace where 
the tv viewer can be reminded of the 
wares on the dealer’s shelves. 


4. The network, NBC-TV, benefits 
by having a demand created through- 
out the country for more stations to 
carry the show. The 85 stations now 
carrying the show benefit by having 
local dealers stimulated into buying 
spots before and after “Feather Your 
Nest.” 


5. The tv audience subsequently is 
benefited by being given the infor- 
mation where to buy the furniture 
and furnishings they see on “Feather 
Your Nest.” 


>The show recently supplemented 
its promotion program with two 
large-scale association tie-ins. The 
first of these involved The National 
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use direct mail 


. Prize donors frequently 
to merchandise their tv 
tie-ins. This example was used by Drexel 
Furniture C 





Assn. of Bedding Manufacturers, 
which promoted Supersize Bedding 
through “Feather Your Nest” during 
Better Bedding Time last May. This 
resulted in “Feather Your Nest” 
streamers being sent to all associa- 
tion dealers and mentions of the 
show in all other publicity. 

The second group tie-in linked 
“Feather Your Nest” with Home 
Fashion Time, the yearly retail 
home-beautifying program in the 
fall run by the Home Furnishings 
Industry Committee. This, too, 
brought “Feather Your Nest” to the 
attention of thousands of dealers of 
items for the home. 

Recently items from four of the 
show’s participants — Drexel Furni- 
ture, Morgan-Jones Bedspreads, 
Sight Light Lamps and Stangl Ware 
dishes—were offered as prizes in a 
highly successful “Feather Your 
Nest” contest run by TV Radio Mir- 
ror. The contest drew more entries 
than any other previously run by 
the magazine. 


> Probably the most extensive cam- 
paign has been carried out by the 
Drexel Furniture Co., which supplies 
the show with all of its major furni- 
ture prizes. Drexel makes available 
10 basic patterns of furniture around 
which the show’s “Room of the Day” 
is decorated. 

To win dealer interest Drexel re- 
cently completed a “Feather Your 
Nest” dealer display contest whereby 
tasteful prizes were given the dealer 
whose display was considered the 
best. Periodically Drexel sends its 
dealers giant postcards containing 
suggestions on how to profit by tying 
in with the show. The firm always 
mentions “Feather Your Nest” in its 
national advertising and provides 
mats and artwork for all of its out- 
lets. 

The giant postcard has proven to 
be the most popular method by which 
manufacturers can encourage their 
dealers to promote “Feather Your 


ADD - A-TYPE 


— THE EASY WAY TO SET 
YOUR OWN TYPE HEADINGS! 


1. Draw a guide line on your artwork 
with a light blue pencil. Score around 
letter and bottom guide line with razor 
or cutter. 


2. Place letter in position on copy so 
that black guide line registers with 
your blue line. When complete word is 
in position rub the type down to 
make it adhere. Cut off black guide 
lines and your copy is ready! 
Add-A-Type offers over 300 type faces, 
arrows, symbols, etc. on self-adhering 
transparent plastic sheets. 


only 85¢ per full sheet 


Write on your letterhead for Add-A- 
Type catalogue showing complete line. 


a product of 
America’s largest Art Supply Center 


ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 


.. . for more details circle 563, page 133 


Got Something 
Special in Paper? 
You can place a sample in the 
hands of 21,000 Advertising 
Management men with an in- 
sert of your own stock in AR. 
Complete with sales message, 
too. 


Advertising Requirements 
200 E. Illinois St., Chicago 








eS TRY) 
FOR TEN 


Now get move- SECONDS 


ment on your TV 
slides for almost 
the same cost as 
still slides. 


Send for sample 
reel and descrip- 
tive literature. 


STUDIOS 


1332 S. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


. for more details circle 589, page 133 


113 


September 1955 * ar * 





Convention Exhibit 


As part of its display at the 1955 National Home Economics 


convention in Minneapolis, Tracy Kitchens duplicated its all-steel kitchen which was 


pecially designed for ‘Feather Your Nest.’’ 


Nest.” These cards offer promotion 
suggestions along with other infor- 
mation, such as offering free tickets 
to “Feather Your Nest” for dealers 
isiting New York. 

In planning “Feather Your Nest” 
nerchandising, the American Home 
Beautifying Institute works with 
participants in preparing promotion 
material. The institute also sends 
each manufacturer a_ photograph 
showing his merchandise as it ap- 
pears on the show and has available 
“Feather Your Nest” lapel buttons 
ind reproductions of the show’s bird- 
in-nest insignia. 


>How “Feather Your Nest” is in- 
corporated in a specialty type of 
sales operation is best shown by the 
work done by Cutco Cutlery, whose 
listributors sell directly to the con- 
sumer. 

To introduce their thousands of 
distributors to this selling tool, the 
company first took several photo- 
graphs of their products as seen on 
the show and published them in its 
weekly house organ, The Cutco 
Blade, along with local tv station 
listings. An accompanying story ad- 
vised distributors to suggest that 
customers watch the show. Some 
distributors have even made a point 
of calling on customers during show- 
time so that they can turn on the 
show and actually see how Cutco is 
a part of national tv. 

Each time a “Feather Your Nest” 
contestant wins Cutco Cutlery, the 
prizes are sent directly to the winner 
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from the factory. But in each case, 
the local distributors are advised 
and requested to make a service call. 
During this call, the winner receives 
expert demonstrations and hints on 
care. When possible, the distributor 
has a picture taken of the winner 
and her prize and sends the photo- 
graph, along with any other notes 
of interest, to the editors of the 
house organ. 
These case studies show how 
“Feather Your Nest’s’ companies 
back up their participation on the 
show. They also show how manufac- 
turers and dealers occupy an impor- 
tant role in “Feather Your Nest’s” 
publicity and promotion program—a 
role which is a boon to all concerned. 
44 


Dual-Purpose Projector 
Is Introduced by Kodak 


A projector for showing both sin- 
gle-frame filmstrips and 2x2” slides 
has been introduced by Eastman 
Kodak Co. (Rochester, N. Y.). Called 
the Signet 500, the new projector is 
adaptable for use by schools, church- 
es, industry, civic and social organ- 
izations. 

Features of the new projector in- 

clude: 
e Conversion from one use to the 
other by loosening a screw to inter- 
change the filmstrip adapter and 
slide-feeding mechanism. 


e Glass pressure plates that hold the 
film firmly but separate before it is 


advanced, to keep the strips scratch- 
free. 

e A semi-automatic take-up chang- 
er which can be quickly iriterchanged 
with the filmstrip adapter to ready 
the Signet 500 for 2x2” slide pro- 
jection. 

e Receiving box for holding each 
slide after projection in the order in 
which they were shown. 

e Impeller-type blower which pro- 
tects the film and provides cool and 
comfortable operation. 

e Choice of lenses, including either 
an £/3.5 or an {/2.8 Kodak Ektanon 
lens. 

The Signet 500 is priced at $98 with 
the £/3.5 lens and at $105 with the 
£/2.8 lens. Also available is a Kodak 
Carry Case, specially designed for 
the Signet 500, at $19.75. 44 


Webster Offers New Unit 


A new tape recorder mechanism 
designed for custom installations has 
been announced by Webster Electric 
Co. (Racine, Wis.). Known as the 
Model 212 Symphotone recorder, the 
unit consists of a two-speed record- 
playback mechanism with a _ twin- 
track recording head. Two inputs are 
available—a high impedance jack for 
microphone and a high impedance 
input on a terminal strip for phone 
or radio tuner. The unit connects an 
external amplifier. 44 


Studio-Agency Get-Together 


While the Big Four were meeting 
“face-to-face,” a film studio was em- 
ploying the same technique to improve 
agency-studio relations in Chicago. 

The studio, Lewis and Martin Films 
Inc., got the idea after a particularly 
trying day. 

“Why not,” said studio officials, ‘‘in- 
vite producers, writers and account men 
from various advertising agencies, take 
them right down the production line 
here in our studios and lock our mutual 
problems squarely in the face?” 

The first agency group to take advan- 
tage of the plan was the Chicago office 
staff of Ruthrauff & Ryan Inc. Despite 
inclement weather, 30 persons from the 
agency were on hand for the get- 
together. 

Herschell Lewis of the studio spoke 
before the group, illustrating his talk 
with representative films and slides. A 
question and answer period followed, 
and the points covered in the discussion 
were supplemented with distribution of 
a booklet, ‘Your Film I. Q.—100 Ques- 
tions and Answers about Commercial 
Film Production.” 

Since the initial meeting more than a 
dozen other agencies have taken advan- 
tage of the opportunity to look mutual 
problems “squarely in the face.” 





One of the nation’s leading in- 
dustrial designers explains the 
importance of a coordinated 
merchandising program to sup- 
plement labeling and packag- 
ing. 


By Egmont Arens 


Industrial Designer 
New York 


Ever watch a Di Maggio up at the 
plate? Or follow the curve of a great 
golfer’s stroke? Their bodies move in 
a long unbroken arc that does not end 
at the moment of contact with the 
ball. In fact, that instant contact 
seems like a mere incident in the 
long line of the swing. Follow- 
through, they call it, and it’s that 
long, smooth, uninterrupted move- 
ment that makes the champion. 


All of us today who are in this 
great game of selling in the Amer- 
ican market have a fast and exciting 
course to play. It’s a course where 
every motion counts against keen 
competition. Can we play it like 
champions? Can we win sales and 
customers—and hold them? My own 
conviction is that coordination and 
follow-through are vital factors in 
determining the 
efforts. 

To illustrate, I'd like to tell the 
Holsum story. Back in the summer 
of 1950 I was among the designers 
called in to make a presentation to 


the W. E. Long Co. (Chicago). Long 


outcome of our 


in packaging 
and merchandising .. . 


was offering a full-scale manage- 
ment, administrative and advertising 
service to almost 100 important bak- 
ers throughout the country. Long 
focuses its service on the Holsum 
franchise, licensing the Holsum name 
and recipe formulas to participating 


bakers. 


>The Long Co. had a big problem. 
Although the bakers used the Hol- 
sum name and baked according to 
the same recipes, each one used his 
own wraps and packages. Some even 
used three or four different Holsum 
brand wrap designs. In all, there 
were 128 varieties of Holsum bread 
wraps, with each baker convinced his 
wraps had unique acceptance in his 
own marketing area. Imagine the 
problem for a central advertising 
and merchandising firm with 128 
separate bread wraps to promote! 

This was the situation back in 1950 
when Long consulted several top- 
notch designers. The company wanted 
a plan to unite its member bakeries 
around a central wrap, so that na- 
tional advertising and merchandis- 
ing programs could be adopted. 

Of course, I was certain that our 
office could create an outstanding 
wrap that would not only hold, but 
increase, consumer acceptance where 
used. But I realized that the first 
problem Long faced was selling its 
biggest bakers the idea. For many 
of these companies had worked hard 
to build recognition of their local 
wrappers and would not easily aban- 
don them for a new, untried and 
“central office” design. So in my 
presentation, I emphasized two 
things: 


1. Our experience in creating pack- 
ages that increase supermarket sales. 
2. An approach that would help to 
pre-sell the important bakers before 
actual design work began; an ap- 
proach that would make these bakers 
feel they had taken a hand in dictat- 
ing the final outcome. 


> After we had been chosen for the 
job, I asked Long executives to set 
up a trip which would take me to the 
headquarters of the twenty largest 
participating bakers. The itinerary 
wandered all the way from Worces- 
ter, Mass., through Miami and New 
Orleans, and as far West as Phoenix. 


NEW TODAY 
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Plastic-Coated Wrapper 
Keeps Holsum Oven-Fresh 


Newspaper Ads Full-pages ir 
newspapers helped Holsum merchandisé 
its new packages—part of an integrate 


promotion program 
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For almost a month I was on the 
go, playing a series of one-day 
stands, and accompanied by a Leica 
and Contax loaded with Koda- 
chrome. 

Of course, each baker had been 
notified by Long of my impending 
visit, and I was greeted by mixed re- 
actions, ranging from hostility to 
curiosity through cordiality. Actual- 
ly, I had already made a thorough 
survey of bread marketing conditions 
before starting the junket and (this 
was a closely guarded secret that I 
am admitting here for the first time) 
had a pretty good idea of the design 
approach that would be most effec- 
tive. But to each baker I presented 
myself as unusually eager to dis- 
cover the particular factors that dis- 
tinguished his area, as well as his 
own idea of what he thought would 
make a best-selling wrap. 

My biggest problem was to dis- 
lodge the bakery executive from his 
office and get him out in the stores. 
For I knew that whatever pre-con- 
ceived ideas he might be harboring, 
the experience of viewing five or six 
bread displays in local outlets would 
force him to realize how much more 
powerful a new, strong and colorful 
design could be. 


> Interestingly enough, I found that 
the bigger and more successful the 
baker, the more eager he was to ac- 
company me on my store visits. 
There were some who felt that store 
visits could be better handled by 
sales managers or route men. But for 
my purpose it was vital that Mr. Big, 
the boss, get out in those stores with 
me so that he could see what I saw. 
For it was these men who would be 
called on to make the decision when 
the final design was presented. 

In every store I took colored slides 
of bread displays, so that the evi- 
dence would be available. And in 
every city but one the bakery owner 
visited the stores with me, contrib- 
uting valuable observations and ad- 
vice and seeing his problem under 
actual sales conditions. 

On my return I found that both 
the slides and our observations rein- 
forced the results of my original 
survey. Bold color over a large area 
would be a prime attention getter 
everywhere in the country. And this 
color had to be applied not only on 
the long display curve of the loaf 
but on the ends, because nine loaves 
out of ten were stacked in stores so 
that only the ends show. 


>We picked a fireball red as the 
background color and used so much 
it became the foreground too. And 
we used it all over the loaf, front and 
back, bottom and ends. Then we cre- 
ated a strong and simple Holsum 
logotype, a rounded white rectangle 
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New Package . 


. . Fireball red background, an intense dark blue logo and bright yellow 


stars assured new Holsum packages quick recognition at point-of-sale. 


with the word Holsum in an intense 
dark blue. To animate the design, 
bright yellow stars appeared here 
and there. Though the technical de- 
tails of spacing the repeats so that 
they appeared at all the crucial 
places of the loaf, however wrapped, 
were tricky, basically this was a 
straightforward and strong design 
treatment without frills but packed 
with power. 

Long executives agreed we now 
had an outstanding wrap that would 
generate increased sales wherever it 
was introduced. But unless more 
than half of the biggest bakers agreed 
to use it, we had a flop. And it was 
just these big bakers who already 
had the best wrappers and had pro- 
moted them into high local accept- 
ance over the years. 

The big Long bakers’ meeting in 
Chicago in December of that year 
saw us tense but well prepared as we 
made our presentation. I began by 
showing a selection of the best slides 
taken on my trip two months earlier. 
And as the bakers saw the slides they 
recognized their own local outlets, 
remembered their outing with me 
and recalled, too, the colorless and 
confusing picture that the current 
array of bread wraps afforded in all 
their localities. They also remem- 
bered how they had observed and 
told me that a bright color on the 
ends would certainly stand out. 
While I showed the slides I com- 
mented on current display practices, 
mentioning by name many of the 
stores and executives who had 
guided me. 


>The Long people had gone all out 
too. Up to that moment the design 
was a tightly held secret. Velvet 
curtains covered all the displays. In 
the semi-darkened room, with spot- 
lights turned on the displays, the 
velvet wraps were removed and 
there stood a mass display of the new 
loaf, surrounded by posters and store 
displays and a complete advertising 
campaign featuring the new design. 
It was a dramatic moment. 

Eight Texas bakers asked to leave 
for a conference. While everyone 
waited they talked in another room 
and came back in less than five min- 
utes with the announcement: “The 
Lone Star State votes as a group to 
accept the new wrap!” They evi- 
dently liked the big yellow stars. 

Next, two of Florida’s biggest bak- 
ers, each already enjoying approxi- 
mate 80°% of total bread sales in his 
area, voted for the new fireball. 
After that, the tenseness turned to 
triumph. We were in—with 28 bakers, 
including all but two of the largest 
volume firms, accepting the new de- 
sign that first afternoon. And the 
acceptance has continued to grow. 
Today, over 60 companies are using 
the new wrap and the entire HUP., 
or Holsum Unification Program. 


> After that December meeting, the 
Long organization went into high 


gear. Merchandising specialists 
armed with tons of point-of-sale ma- 
terial went into each participating 
baker’s territory. Advertising art for 
handsome posters featuring the new 
wrap was prepared and printed. And 





we were kept busy designing—truck 
adaptations, routemen’s uniforms, 
stationery, pencils for store give- 
aways. No detail was too small to be 
overlooked. 

Here’s how the giant Fuchs Bak- 
ing Co. of Miami introduced the new 
Holsum. Fuchs, controlling about 
82% of the bread business in the 
greater Miami market, was a mer- 
chandising expert. It had bought the 
new wrap and decided to dramatize 
its introduction, timed for early Feb- 
ruary. For several weeks prior to 
H-Day, the company used teaser ads 
on radio and tv, in newspapers and 
flyers to the trade. Secretly, every 
sign painter in Miami was commis- 
sioned to work all night the eve of 
the new wrap’s debut. New uniforms 
in fireball red sporting the Holsum 
logo were ordered for every route- 
man. Hundreds of billboards were 
readied for the new Long posters. 

After the Fuchs trucks had made 
their last deliveries for the day they 
were hustled into the garage, where 
they were attacked by the host of 
painters with spray guns. By dawn 
they were all the new bright Holsum 


red with yellow stars and the Hol- 
sum logo. As the routemen reported aul? 4% au au q* 
to work they were issued their new 
uniforms. Accompanied by the Fuchs a ; 
sales force and the Long men, they In offices across the country where advertising campaigns 
placed the new loaves on bright red are being put together, the hands of Advertising Manage- 
display stands bearing the Holsum ment reach regularly for the latest issue of Advertising 
insignia. Big ads on radio and tv Requirements. These readers responsible for putting adver- 
heralded the arrival of H (for Hol- tising ideas into action—some 21,000 advertising managers, 
tg iy — we oe media and agency executives—know that every issue of AR 
1e disc jockeys a new song calle ; : ‘a oa 9g ascii: 
em = Holsum.” The seat pos- brings a wealth of not only “how-to-do-it” but “where-to- 
ters were applied to the waiting buy-it” material as well. 
space. And not a soul in town could de . ; 
help i eaaeiiaan Soot sy in eon Four out of five readers responding to a recent AR ques- 
Fuchs’ bread sales increased from tionnaire said they had already bought or were planning to 
‘ . Sie , . . -e items ay he seen ; rertised i Adver- 
827, to 94% of the total in its market. buy, one or more items they had seen advertised in Adve 
And six months later Fuchs still had tising Requirements. And small wonder, too, because AR 
90° of all the bread business. 





supplies vital information on new methods, effective pro- 
> But that isn’t the whole story. For cedures, and useful products in some 13 areas of adver- 
the next year we continued our work tising: 

for Long, applying and adapting the : 
original bread wrap design created Art and Photography Photoengraving 

for a wax paper wrap, to a host of Audio and Visual Aids Premiums and Prizes 
other bakery products packaged in | Direct Advertising Printing and Binding 
ay + ee ee Labelling and Packaging Radio-TV Production 
Layout and Typography Shows and Exhibits 
*aper Window & Store Displays 


Signs and Identification Materials 
Since these readers are looking for ideas, materials and 
services they can use in their advertising campaigns, it’s a 
' cinch that the pages of Advertising Requirements is the 
> Jf best spot to start a sale. 
— 


Quick Job Overnight, the entire fleet 
f delivery trucks used by Fuchs Baking 
Co. of Miami received a new paint job to 


a 4 b4 » ~ 
Advertising Requirements 
200 EAST ILLINOIS STREET e CHICAGO 11 ee Gn bene 
help merchandise new Holsum packages 
they were to deliver the following day. 
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24-Sheets 


fesign commands attention in this 24- 


Holsum’s new package 
neet outdoor poster 


hot dog and hamburger rolls, for 
dinner rolls, cinnamon buns, sweet 
<oods, wholewheat bread, specialty 
breads, diet breads, went from our 
drawing boards into production. 

Overwraps and underwraps, set up 
and folding cellophane, 
board, plastic film, bags—all got the 
new Holsum treatment. And on many 
the powerful background red was 
either impractical or unnecessary. 
Yet a single star on the Holsum 
logo was enough to convey the Hol- 
sum motif, even without the identify- 
ing red color. 

Down in Miami, Fuchs watched 
these new designs and decided busi- 
ness was never so good it couldn’t be 
better. And, although the rolls and 
sweet goods business had been pre- 
viously in bulk the company installed 
machinery for a streamlined pack- 
aged bakery operation and forthwith 
started selling the full line in the new 
Holsum wrap. 

Sales increased 1,200° in the first 
year and continued to climb against 
powerful national competition, to a 
spot where their Holsum line (ex- 
cluding bread) was doing a good 
40°; of all roll and sweet goods busi- 
ness in the market. 

The Holsum story is far from fin- 
ished. The Long organization and 
the Holsum bakers are continuing 
to merchandise and advertise their 
Holsum products with all the inven- 
tiveness and ingenuity they can 
command. And with one great ad- 
vantage. Now they have a core de- 
sign which they can promote to 
stimulate instant in-store recogni- 
tion. In an operation as widespread 
and diversified as this, averages are 
misleading. But for the staple, sliced 
white bread for which we created 
the original wrap, sales increases 
over the years have been maintained 
at between 12°, and 60°7, depending 
on previous share of market. 44 


cartons, 


In the October AR, design- 


er Arens will continue this 


NEXT discussion on the impor- 
tance of integrated mer- 

MONTH chandising program—with 
IN special emphasis on the 

role of signs and displays 

AR . . « including an interest- 


ing case history involving 


Coca-Cola signs. 
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Name’s the Same 


New Package Converts Slow-Moving Item 







Into Sales Success, Opens New Markets 


The name of the product remained 
the same. But the design of the 
package, the quantity within the 
package, the point-of-sale display 
container and the points of distri- 
bution were changed, with the re- 
sult that sales zoomed for “Wind- 
O-Wipes,” a wiping paper used by 
motorists for cleaning windshields 
and headlights, polishing chrome 
and cleaning their hands. 

Wind-O-Wipes were first intro- 
duced for retail sale in 60-sheet 
boxes distributed through grocery 
and variety chains. Customer ac- 
ceptance was gained immediately, 
for service stations have been dem- 
onstrating the convenience of wind- 
shield cleaning papers for years. 

Unfortunately, however, the 60 
sheets in each box lasted the aver- 
age motorist approximately one year 
and such slow product movement 
kept retailers from being seriously 
interested in maintaiinng displays 
and stock. 

Faced with poor sales for his 
product, the manufacturer changed 
all marketing policies. First came a 
new dispenser package, containing 
only 24 sheets. Trade-named “Visor- 
Pac,” the package is a die-cut fold- 
ing box which slides conveniently 
over an automobile sun visor. The 
back and sides of the 1012x6x1” box 
provide instructions for use. The 
motorist removes a Wind-O-Wipe 
as he would take a facial tissue from 
its container. 

The paper used for Wind-O-Wipes 
is of sufficiently tough fibre that 
sheets can be used for repeated 
washing and drying applications. 
However, since the product is priced 
at roughly one cent per sheet, the 
manufacturer believes that most 
users tend to discard a wiper after 
a single use. 

Following studies of early sales 
programs, primary distribution was 
shifted to gasoline stations at a retail 
price of 25¢ a box. Twelve units of 
the 24-wiper Visor-Pacs were pack- 
aged in a display container for 
point-of-sale merchandising. 

The product carries double value 
for the service station operator re- 
tailing it—it not only sells profitably, 
but it tends to reduce private con- 
sumption of the station’s bulk stock 
of windshield cleaners, for many are 
the motorists who “lift” a couple of 
cleaners for home use. 





So Handy . . . Attached to the sun visor, 
Wind-O-Wipe is easily accessible, just 
as purchase of the Visor-Pak is conven- 
ient at the service station. 


Actually, observing customers 
“lifting” paper cleaners was _ the 
spark that caused L. A. Graham, 
president of Graham Manufacturing 
Co. Inc. (Holyoke, Mass.) to see an 
opportunity to market wipers for 
retail consumption. The New Eng- 
land paper specialties manufacturer 
hit the bull’s-eye, but Wind-O-Wipe 
sales spurted upward only after 
changes in his packaging and dis- 
tribution program. 44 


Boosts for Sales, Salesmen 


Described in Heinn Folder 


A new folder by Heinn Co. (Mil- 
waukee, Wis.) entitled “Why Loose- 
Leaf?”, explains how loose-leaf 
books can aid salesmen and dealers 
and reduce sales costs. Among sug- 
gested uses are catalogs, price lists, 
service and sales manuals, procedure 
and instruction manuals, advertising 
portfolios and proposals. 

The list of advantages offered 
through the use of loose-leaf binders 
includes: 

e Simplified arrangement 

e Material stays up to date and in 
sequence 

Efficient indexing 

Savings on printing 

Easy mechanical operation 
Longer field service 

Better catalog distribution 
Direct-mail adaptability 
Simplified sales correspondence 
Prominently featured in the folder 
is, “A Tribute to the Man Who Keeps 
America on the Move,” which defines 
salesmanship in a dramatic manner. 


x 
For your copy circle No. 514 on the 
Readers’ Service Card inside back cover 





How to Make 
Charts Tell 
YOUR Stor 


Charts can be made to tell al- 
most any story with the same 
set of statistics ... but beware 
of “accidents” which can hap- 
pen if you don’t watch out. 


By Robert B. Konikow 


Charts have a will of their own. 
No matter what you would like them 
to emphasize, the net impression 
they give is something that is not 
always what you had thought you 
were trying to say. 

Start out with a set of figures, and 
let a number of chart designers lay 
out a chart without any hint from 
you as to purpose. You will general- 
ly find that each chart says some- 
thing different. This is simply be- 
cause a chart, in its very nature, is 
an abstraction, a selection of signifi- 
cant detail. In the process of ab- 
straction, there is some emphasis, 
depending upon what is kept in or 
omitted. Then the choice of detail in 
the chart furnishes still further em- 
phasis. What scales do you select 
for your chart? What are the weights 
of lines? All of these say something. 

If you look at a chart with your 
eyes half shut, you will get an over- 
all effect, a first impression that will, 
just because it is first, be dominant. 
If you are taking the effort to draw 
a chart in order to help tell your 
story, isn’t it sensible to make that 
chart back up your story in every 
way possible? 


>The first thing to do is to deter- 
mine for yourself what you want the 
chart to prove. Then be sure that it 
makes the same point you are try- 
ing to make. On one job on which I 
worked, the charts were received in 
rough draft form from the client, 
accompanied by the tables of figures. 
Rather than confuse the draftsman, I 
turned over to him only the figures. 
When one particular chart came 
back to me for checking, I compared 
it with the client’s rough, and was 
astonished at what had happened. 
The client wanted two sets of figures 
plotted on the same grid: the total 
labor force and the total payroll. 
Figure 1 shows how they came out! 


Full Page of Examples . p. 120 


When I had compared the two, I 
picked up the phone and asked the 
client what his text had to say on 
the subject. He couldn't see the 
pertinency of my question. All he 
wanted, he assured me, was to have 
the figures correctly plotted. Of 
course, both charts were plotted cor- 
rectly, but one gave the impression 
that wages were getting higher and 
higher, the other that total wages 
were increasing about in proportion 
to the increase in the total labor 
force. Which was correct? Both. 
Which should be used? The one 
which helped to tell the desired story 
most effectively. 

This is one case where the use of 
two scales can affect the appearance 
of the chart. Even when there is 
only vertical scale, the selection of 


which is to be used will affect the 
initial impression. Every detail con- 
tributes to this, and should be chosen 
with this end in view. Figure 2 shows 
the same data plotted two ways, 
using different vertical scales. Ver- 
sion A, with a greater vertical scale, 
increases the irregularities of the 
curve, while smoothing out the 
curve can be done by making the 
vertical units as small as possible. 


> An even more striking impression 
can be obtained by drawing the grid 
in perspective. Look at Figure 3 
which is the cover of one of a series 
of booklets issued by a committee of 
conservative economists and bank- 
ers. Here the purpose was to empha- 
size the threat to our economy 
implicit in the rise in national debt. 
The data are plotted correctly and 
accurately. There is nothing dis- 
torted except the basic grid, which is 
clearly labeled. But if you get a 
first impression of a cobra poised to 
strike, you are reacting in exactly 
the way desired by the designer! 
These have all been line charts, 
but your choice of type of chart 
should be affected by the ideas you 
wish to convey. Pie charts emphasize 
percentages of the whole, and de- 
emphasize quantities. This is true 
even if the size of each pie is altered 
as quantities change. A circle that 
actually has twice the area of an- 
other just doesn’t look twice as big 
The eye is not trained in comparing 
areas. This leads to the principle 
that if you wish to minimize changes 
in quantity, use areas rather than 
bars. And if you are even more 


Audio & Visual Aids + 119 





‘Ane oer 


FIGURE 1... . Here the only difference is the choice of the right- 
hand scale, that used for the total payroll. ~——Chart-Pak Inc. 


MART ELIAN UAL 
A ae sudyel 


FIGURE 4-A ... The emphasis is on absolute quantities. 
Comparison of the values of subdivisions is not easy except 
for the one on the extreme left. 


BATICMAL BEST SERIES \ 
by the Committers os Peblic Bebt Peticy 


FIGURE 3... Grids drawn in perspective have a 
tendency to overemphasize recent data. 


—Presentation Inc 


FIGURE 4-B .. . Here the emphasis shifts to composition 
rather than quantities. Comparison of subdivisions is easy 
for the two on ends, but not those in center. Absolute 
values are difficult to obtain.—U. S. Chamber of Commerce 


VERSION A 


VERSION B 


FIGURE 5 ... The choice of 
index year has an important 
bearing on the appearance of 
the chart, especially when more 
than one quantity is being 
plotted. —Chart-Pak Inc. 


+ 
te 
¢ 
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anxious, use solid objects instead! 


>Here is another example where 
the choice of form of the chart is 
determined by the point you want 
to make. Both versions of Figure 4 
are based on the same figures: popu- 
lation figures obtained from the 
Bureau of the Census. These were 
used by the U. S. Chamber of Com- 
merce in a recent pamphlet on edu- 
cation. The first version deserves a 
lot of study, because it contains a 
lot of interesting facts. It shows how 
our population has grown in every 
census period, and in general, in al- 
most every age group within the 
general population. It is easy to see 
that the 0-9 group dropped from 
1930 to 1940, but changes in the 
10-24 bracket are not as easily 
detected. 

The second version is based on the 
same figures, but this time they 
have been translated into a percent- 
age of the total population for that 
year. Here it is not easy to tell the 
absolute number in each category, 
but the aging of our population is 
dramatically shown. 

Which is the correct chart? This 
is an unanswerable question, until 
you define the term correct. Which 
gives the proper emphasis to your 
argument? Which tells your story 
more clearly? 


>The choice of an index year can 
be most important in the creation of 
that all-important first impression. 
Figure 5 shows two charts based on 
the figures of public and private 
debt in the U. S. in the last 35 years. 
Version A uses 1930 as the index 
year, and all figures are plotted as 
related to the figure in that year. 
Version B uses 1945 as the index 
year. The apparent bias in each 
chart ‘is quite clear. Both are cor- 
rectly plotted, but the choice of base 
year was made in order to give a 
specific impression. This is possible 
whenever you are able to choose 
your own base year. Frequently it 
is of greater significance for one 
series than for another. Think what 
you might be able to do with circu- 
lation figures or with competitors’ 
sales figures if you only try! 

These are all examples that are 
accepted by all statisticians. There 
is no twisting of the facts, but a com- 
pletely straightforward approach. 
All charts have their base lines at 
zero, for example. 

These techniques require only 
that you make choices of scale, of 
index year, or type of chart. Just 
as a good salesman chooses those 
points which will back him up most 
strongly, so the good chart-maker 
will back up your points most 
strongly. Use the chart to empha- 
size your strong points; that is the 


purpose of a chart. Think your argu- 
ment through all the way, get your 
argument clearly in mind, and see 
that your designer knows what you 
are trying to say. If he is any good, 
he will be able to select that graphic 
technique which will say it most 
clearly. 44 


Chart-Pak Designs System 
For Do-it-Yourself Charts 


A charting system which enables 
anyone to prepare charts and graphs 
quickly has been devised by Chart- 
Pak Inc. (Stamford, Conn.). Kits 
are available for making organiza- 
tion charts, flow charts, plant and 
office layouts, schematics and similar 
planning aids used by production, 
operating and staff groups. 

Each kit contains self-adhering 
tapes, printed with a wide variety 
of patterns, lines and bars in sev- 
eral colors, which are affixed to a 
special plastic board in the desired 
location. Finished charts and graphs 
can be photographed or photostated 
for duplicate boards or for repro- 
duction in reports and house organs. 

Details concerning the chart kits 
are available. 


For your copy circle No. 515 on the 
Reacers’ Service Card inside back cover 


Radiant Corp. Develops 
Wide Projection Screen 


A new semi-portable aluminum 
frame and screen designed for show- 
ing the new wide screen pictures in 
16mm projection has been developed 
by Radiant Manufacturing Corp. 
(Chicago). The new screen comes in 
6x16’ and 8x21’ sizes. 

The new model is supplied with a 
brilliant mildew and flame resistant 
beaded fabric that hooks into the 
frame by means of self-adjusting 
tensioning hooks to assure a _ taut 
surface and rapid assembly. 

Wide screens for 16mm projection 
also are available in conventional 
roller type tripod and wall models 
in 3x8’ and 4x11’ sizes. 44 


Free Films Listed 
In Two Booklets 


Association Films Inc. (New York) 
has announced a new 16-page book- 
let, “Selected Free Films,” and the 
third printing of “Movies for Meet- 
ings.” Listings include over 200 mo- 
tion pictures ranging in subject 
matter from raising a dog to brazing 
aluminum and all are available from 
regional film libraries of the associ- 
ation. 

Copies of the two booklets may be 
had free of charge from Association 
Films, 347 Madison Ave., New York 
17. 44 





How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


* Gives Graphic Picture — Saves Time, 
Saves Money, Prevents Errors 

* Simple to operate — Type or Write on 
Cards, Snap in Grooves 

* Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

* Made of Metal Compact and Attractive 
Over 60,000 in Use 


Full price $495° with cards 


FREE 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd St. @ New York 36, N. Y. 


... for more details circle 601, page 133 


24-PAGE BOOKLET NO. R-500 
Without Obligation 





SILENT SALESMAN wits 


SIZZLING SELLING SENTENCES 
| 


MODEL 99C 


| The only continuous advertising projector guar- 


anteed to show brilliant Kodachrome pictures in 
your window. Show 12 beautiful Kodachrome 


| slides with 10-word Sizzling Selling Sentences 
| with each slide showing for six seconds. 


Powerful 750 watt, 200 hour lamp, Small, 


| compact, easy to carry. 18" height, 14°’ width, 


14’ depth. 8x12” screen size. Beautiful leather- 


| ette covering in several color combinations. 


Ideal counter cabinet to sell all types of mer- 
chandise. Push button attachment for intermitent 


| showings. Customer pushes button, projector op- 


erates one cycle of 12 slides and shuts off, ready 
for next showing. 


PRICE: $16500 Quantity discounts on request 


Send in your order today 


Preture Recording 


OCONOMOWOC, WISCONSIN 
... for more details circle 637, page 133 
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we'can help you send ideas! , 


words ... the foundation stones of civilization . . . the prime motivators of men. 
In speaking. we supplement their power with inflection, emphasis and gesture. But when these same words 
are set in cold, precise type they too often lose their ability to transmit ideas effectively. * Good typography 
can do much to give back to these words the dynamics they need to convey their full meaning... to shout 
loudly or to whisper... to be authoritative or fanciful... contemporary or traditional . . . straight-faced or 
humorous. * Here, craftsmen with a combined experience of 1005 vears in the service of Monsen customers, 
draw upon more than 750 different type styles to give your words the expression they need to transmit your 


messages faster, and more exactly, in almost any language. * Let us prove it. 
M onsen typographers 
Chicago 22 Fast lilinois Street - Los Angetes 928 South Figueroa Street + Washington, D.C. 509 F Street N.W. 
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Good news makes i. Bill Saicheck happy! And 
00 4 


/.-\ too. Now 
this good news will make you happy 7 


levision 
it is possible for you to own o Du MONT te 


. Latest 
set for they are now budget-priced 


roduction 
scientific advances _ plus added Pp 


, t 
“know-how have helped bring Du MonT’s unt 


down. Become the proud owner 


cost WOY SS 


tA) of o DuMont TV set. 


- 


Bill Saicheck at Community 


Stores will make it possible 


9 have a OU MONT 


17 onch 
U BARTON 


$179.95 


for you t 


set for os little as $179.95 


COMMUNITY 


All 4 Stores 
OPEN MONDAY 
one FRIDAY 


FURNITURE & APP 
noPMm 


633 N 12th St 


anne Bie 827 W Miche 


713) W Greenhelé 


By Ben Oliman 
AR Milwaukee Correspondent 


Milwaukee ranks among the more 
heavily saturated tv set areas in the 
nation. Likewise, its newspapers, 
notably The Milwaukee Journal, 
carry a weighty percentage of video 
ads competing for the reader’s eye. 

That makes it news when Du Mont 
Television, which placed seventh lo- 
cally in a recent sales survey, came 
through with an ad campaign that 
caught the fancy of the community’s 
appliance merchants and resulted in 
a gratifying boost in volume for the 
brand. 

Among the local ad agencies, the 
Gustav Marx firm handles a healthy 
share of the appliance ad_ space. 
When the Du Mont tv distributor 
approached Gustav Marx for an idea 
on which to build a run of “different” 
ads prior to the Christmas holiday, 
it came up with a highly saleable 
series based on the old fashioned 
rebus idea. 


>The problem of corralling a group 
of rugged individual appliance deal- 
ers with a reputation for highly per- 


LIANCE STORE 


Bob Roehl a of Roehl-Reith is a proud man 
these days. - for now he can offer you the benefits 
of the finest “@: in TV at a price you can afford 


... he is speaking about Du Mont ( ) FIRST with 


the FINEST in TV. Du MONT sets were formerly 


beyond the reach of Mr. Average Man... 


now everybody con afford Du Mont TV perfection, 


since modern scientific advances 3\ have brought 


down the price of this ‘‘price- 
less'’ TV set. See foot Bob 
Roehl and have him demon- 
strate the Du MONT set. Do it 
soon and you'll enjoy the 
finest in TV for only $179.95 


OPEN MONDAY, THURSDAY. FRIDAY to 9PM 


ROEHL-REITH 


2224 W Meinecke ot Fond du Lac Ave Phone FRanklin 4-1700 


sonal approaches to advertising and 
promoting their own stores was in a 
sense much larger than the technical 
angles involved in working up the 
layout itself. Would these merchants 
buy a dignified, though eye-catching 
series of ads that made no mention of 
comparative prices? Could they then 
be depended upon to sit tight through 
the entire run of ads without bolt- 
ing? 

General Utilities Corp., distributor 
for Du Mont, was anxious to make a 
strong impact on the market here, 
but was primarily concerned about 
the maintenance of its price struc- 
ture. The charm and effectiveness of 
the rebus idea was finally verified 
by the fact that each of the eight 
dealers sat tight during the 12 weeks 
of the campaign without suggesting 
along the line of a single modification 
of the original presentation. 

Selling the dealers proved easy, 
says Gustav Marx, because the line 
drawings of their portraits featured 
in the ads appealed to their strong 
desire for personal identification. 
Each of the appliance dealers nor- 
mally highlights his own personality 
in his regular course of advertising. 


“Positively, my dear Herman € absolutely 
re my 


& a - 


Cas ‘Never before has Hermay been 


5 


able to offer a genuine Dy Mont Tv ((_) for so 


little. Now you can be the proud owner of the 


finest \ ) TV a py MONT from HERMax Drop in and 


an 
ask for me, Al Bard, = and I'll show you the 


sensation in TV... QUALITY at a bargain 


price, DuMont TV at an unheard-of low price 


See this famous Du Mont TY 
set at HERMAX. Ask Al Bard 


_ = 10 show you the new 


Du Mont TV Only $179.95 


“ BARTON \ 


$179.95 \ 


Hermax acceso. 


OPEN MOND 
AY THURSDAY & 
e RIDAY to op Mm 


He also slugs his ad 
typically personal veins. 


copy along 


> Using a rebus or puzzle approach 
presented several problems: 


e While at first glance the ads appear 
to be rebus-type puzzles—strictly 
speaking, they are no such thing 
“We were careful not to make it 
difficult for anyone to understand 
the copy at first glance,” says Gustav 
Marx. “We were after layout and 
copy with sufficient simplicity to en- 
able any reader to go through the 
ad without any difficulty. And still, 
it had to look like a bit of a chal- 
lenge to attract those readers who 
normally scan all sorts of puzzles and 
brain twisters.” 

The drawings of objects such as a 
microscope, a pair of hands and dia- 
monds, do not substitute for words 
as in a genuine rebus, but 
merely to dress up and emphasize 
the short sentences of copy preceding 
them. 


serve 


e Also, while each ad bears the same 
general appearance, the copy never- 
theless had to be individually worded 


to fit each dealer. It 


was thought 
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nts to show 
Meet Gordon Wisniewski °° who wo | 
KJ the 
the finest in television receivers \, 
v 
: e high price 


tin TV 


nth 
receivers that have always been | 


+ Qu MONT TV, First with the Fines 


class 
you 
Gordon Wisniewski has © surprise for yOu 
) 
Du Mont from Gordon for os little 
y a 


can bu 
a 

$179.95 on easy terms wit 

os = / | 

, se 

rade-in allowance on your old 


enerous t 
: pletely NEW and priced 


Du MONT TV sets are com 


50 low you cant afford 


to own anything less, than a 


T 
quality W o Du MON 


So drop in and ask 
Gordon to show you the 
1 TV set that sells $179.95 


$179.95 


Du MON 


for only 


3S. WISNIEWSKL ENE 


sHeridon 4-2707 


Kinnickinn Ave 


2315 


DAY EVENINGS 


ad FR 
OPEN MONDAY © 4 


advisable not to try to mold each 
dealer’s individuality too tightly to 
the confines of the over-ail rebus 
idea. An attempt was made to main- 
tain the separate identities of the 
dealers via their personal portrait 
sketches and the inclusion of such 
personal copy touches, for example, 
as “King Carl,” and “Herman and 
Max,” which these stores have long 
employed. 


e The budget for the campaign was 
not large. It totaled around $11,000 
including both the manufacturer’s 
cooperative contribution and the 
dealers’ outlay. This amount pur- 
chased a total of 64 insertions of the 
3-column by 135-line ads running 
five days a week for a 12 week span. 


> Gaining strong initial impact, the 
program was kicked off on Sept. 26, 
in the giant, annual Milwaukee Jour- 
nal special television edition in which 
all the ads were run simultaneously. 
Says Leonard Minash, the Du Mont 
distributor, “We were the sensation 
of that edition. A number of other 
dealers phoned me the day after it 
came out and said that they were 
feeling hurt because we hadn’t in- 
cluded them in the series.” 

For the remainder of the 12 weeks, 
the ads were spread out, with never 
more than one ad scheduled to run 
each day. 


>The original artwork for the ads 
was done by an outside artist. For 
the individual portrait sketches, the 
artist worked from pictures supplied 
by the dealers and several photo- 
graphs taken by Gustav Marx. 
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“A 
King Carl ¢.4 king of high trades, invites you 


e 
* 


to be the proud owner = 


ny 


. of a Du MONT Television 
set. Now you can easily afford Sys to own the 
finest because Du MONT at King Carl is priced t 


“A 
“so low.’ King Corl ¢.4 knows TV and King 


Car! says: “Never before have | been able to offer 
Du Mont TV at such ridiculously low prices. Du MONT 
is FIRST with the finest - © 

at King Carl. So come in and 

see the BARTON for as little 


as $179.95... and it’s ALL 


Du Mont... the finest in TV. 
$179.95 


AMERICAN 


APPLIANCE-TV STORES 


2734 North Tevtonia Avenue 


Type was set for the final copy by 
The Milwaukee Journal’s recently 
acquired Intertype Fotosetter. The 
absolutely clean proofs turned out 
by the Fotosetter contributed, ac- 
cording to Gustav Marx, to the 
sharpness and clarity of the layout 
that impressed the dealers when 
samples of the idea were first pre- 
sented to them. 

Indicating the interest drawn to 
the ads, dealers in other cities in- 


Radio H 


74 


Meet Joe Birnbaum .”'*' who has an important 


message for you about DuMont Ty Joe 
Says... “This is the first time in my long 


Career that you could own g genuine Du Mont set 
f p 
or so little. Come in and see me. 


| e f 
Qu o>... 10 5 
Joe Birnb T a pe de nonstra 0 0 


this HIGH QUALITy set at the price <<s= of 
price ~ > oo 


just on ‘ 
lust an ‘average’ set. New Dy MONT production 


methods make it possible for | 


me fo sell you a Du Mont TV 


at on unheard-of low price.” 


PSs 
» 


Get the best, Get Dy Mont! 


BARTON 


See Joe Birnbaum soon... * $179.9 
‘ = 


for Du Mont is priced at $179.95. 


OPEN MONDAY ong 
FRIDAY EVENINGS 


<i Ww Greenfield Ave 


ome Appliance 


cluded in the Du Mont distributor’s 
territory have also asked for the 
rebus format. 

According to plans, the Du Mont 
ads will be run again next fall. To 
run them too frequently during the 
year, the company feels, would take 
the edge off their novelty. Next year, 
though, more emphasis will be placed 
on artwork, and each dealer will use 
the same ad throughout the series. 

44 
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Two New Versions of 


Clarendon Introduced 


Close on the heels of the rapid 
introduction of extended typefaces 
by most major type producers has 
come what may be the start of a 
new trend—modernized versions of 
the once-popular Clarendon. Two 
type foundries have just announced 
new Clarendon faces: 

e Bauer Alphabets Inc. (New York) 
has introduced Fortune, a 
Clarendon in three weights. 
e American Type Founders (Eliza- 
beth, N. J.) has brought out Craw 
Clarendon, presently available in 
only one weight and size (36 point). 


revised 


> Bauer’s Fortune is a modern ver- 
sion of the Old Clarendon which 
made its debut in the 1840's. The 
redesigning of the characters was 
accomplished under the personal 
supervision of Dr. Konrad F. Bauer, 
art director of the Bauersche Bies- 


serei, Frankfurt /Main, Germany. 


FORTUNE 


LIGHT 


FORTUNE 


BOLD 


FORTUNE 


EXTRA BOLD 


Fortune will be available in light, 
bold and extrabold. At present only 
four sizes are stocked—18, 24, 30 and 
36 point. The complete size range 
of the three series will be from 8 
through 84 point. 


>Craw Clarendon is the work of 
Freeman Craw, art director of the 
Tri Arts Press (New York), who 
was commissioned by ATF to de- 
sign “a completely new Clarendon 
face that would retain all the desir- 
able features of the earlier Claren- 
don letterform and 


meet the de- 





ATF’s New 
Clarendon 


ABCDEFGHIJ 
KLMNOPQRS 
TUVWXYZ & 
1234567890 
092 OP _§ 
abcdefghijklmn 
opqrstuvwxyz 


mands of modern typographic 
needs.” 

In addition to the 36 point size, 
ATF is engraving matrices for all 
other sizes from 6 through 60 point 
and a 72 point face will be made 
available later if the demand arises. 
A lighter weight is also on the draw- 
ing board. 

An advance showing of Fortune 
is available. For your copy circle No. 
501 on the Readers’ Service card in- 
side the back cover of this issue 
of AR. 

A folder showing Craw Clarendon 
is also available. For your copy circle 
No. 502 on the Readers’ Service card. 
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New Cello-Tak Catalog 
Shows Alphabets, Words 


Catalogs containing 22 new styles 
of paste-up hand lettering alphabets 
are available from Cello-Tak Letter- 
ing Corp. (New York). The new 
styles include sizes from 14” to 114” 
letters. 

Cello-Tak characters are printed 
on thin acetate with an adhesive 
back. The user simply cuts out the 
desired material, places it in position 
and rubs with the finger nail to make 
it stick. 

The Cello-Tak alphabets are sup- 
plied in single sheets of individual 
letters at $1.25 each or in sets of four 
sheets at $5 per set. The four sheets 
offer: 

e A large supply of single characters 
@e More than a hundred complete 
words 

e More than a hundred two-letter 
combinations 

e More than a hundred three-letter 
combinations 

e Perfect spacing of the pre-designed 
words and combinations 

The catalog shows the hand-letter 
alphabet samples in actual size. 


For if copy circle N 5 n the 
Reacer > ¢ ard ir le Dack 








How to bring typesetting 


costs within reach... 


Photographic typesetting offers 
possibilities for producing composition of 


unexcelled quality at impressive savings. 


Imagine setting type from 4 point to 
36 point on the keyboard of a machine 
that will produce 480 photographic 
type characters a minute. 


Sizes above 36 point up to four, five, 
six inches and larger in height are simply blown 
up photographically, producing, without 
retouching, the sharpest, cleanest reproduction 
you have ever seen. 


You'll be amazed at the beautiful 
results and pleased at the modest cost of 
Warwick Fotosetter composition. 


The recent installation of our fifth 
Intertype Fotosetter machine is evidence of the 
growing popularity of this revolutionary new 


method of typesetting. 


Why not let Warwick’s latest book, 
Photographic Typesetting” be your introduction 


to this modern method of typesetting? 
Just write... 


WARWICK TYPOGRAPHERS inc. 


e 920 Washington Ave. « CEntral 1-9210 e st. Louis 1, Mo 


Warwick Serves Clients 
in 40 States, Canada, 
Mexico and Cuba 


for more details circle 681, page 133 


AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right... For You 
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Final Decision The judges 


liow 


to S$ 


\ Graphic 


Competition 


The annual Ayer newspaper typography 


competition is a classic example 


typographic expert Edward G 


Johnson (left), Prof. Laurance B. Siegfried (center) and indus- 


trial designer Paul W. McCobb 


The report came from one of the 
judges: “It’s the best run contest I’ve 
ever seen.” 

He had seen the inside operations 
of many similar contests, but was 
really impressed with the handling 
of the annual Francis Wayland Ayer 
Cup competition for excellence in 
newspaper typography. 

Actually, the annual competition 
sponsored by N. W. Ayer & Son Inc. 
(Philadelphia) is not unlike many 
other contests in the graphic arts 
and advertising fields. Mainly it’s 
just a matter of keeping a careful 
eye on all of the little details and 
seeing that everything comes off as 
scheduled. 


> Here's the way the contest goes: 

Each year, usually toward the end 
of February, all English-language 
daily newspapers in this country are 
invited to enter the contest. 

The number of entries has never 
dropped below 750. The announce- 
ment from Ayer lists a contest week 
in March, from which a contest day 
will be selected by lot, after the 
week has ended. 

The deadline for receipt of entries 
is usually set for early in April, and 
judging is done about the middle of 
April. 


>Selection of properly qualified 
judges is the most important thing 
in the contest, Ayer officials admit. 
The objective here is to get a leader 
in the field of art or design, a leader 
in the field of printing, and a judge 
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pick 1955 Ayer Cup winners 


who more or less represents and is 
well-known to the public. 

Judges make their decisions with- 
out considering editorial content. 
They are not given any arbitrary 
rules on which judgments are to be 
based. Each judge utilizes his own 
experience to make decisions on de- 
sign, printing, or general reader ap- 
peal. These differing viewpoints 
when papers are judged side-by-side 


io 


of a well-run contest. 


are considered to produce judgments 
more valuable than could be ob- 
tained through any other system. 

Over the years, different boards of 
judges have come up with amaz- 
ingly similar judgments. 


>The judging usually takes a full 
day. At first, newspapers are spread 
out in long rows in the galleries and 
auditorium of the Ayer Bldg. on 


Blue Chips Fall . . . Judges drop blue cards on papers to be given further consideration. 
Papers are spread on floors of N. W. Ayer galleries and auditorium in Philadelphia. 


—Wide World Photo 





Do you know the type? 


waWTYd of course. (Stand in the corner if you 
missed it.) We make Primer in two distinct styles. 
One with regular descenders for packing lots of 
copy into a small space. The other with long de- 
scenders for open composition. 

Primer comes in a full range of sizes: 6, 7, 8, 9, 10, 


Mergenthaler Linotype Company, 29 Ryerson S 


Set in noty Book It 


the 


Clean,—free of frills, 

a hardworking face 

that children all love 

for its legible grace 

in the telling of Arthur 

or bold Charlemagne 

or Crockett’s last stand 

on the Alamo plain. 

The caps are well ‘portioned; 
the thins balance nicely 
for designer Ruzicka 

knew . . . (quite precisely ) 
the face that he wanted: 

a simple construction, 
ideal for texts... 

and all sorts of instruction. 
As a matter of fact, 

(with its full range of sizes) 
it's known to excel 

for all advertisers. 

Come now, you experts, 
the clues are in place. 
What is the name 

of this Linotype face? 


11 and 12 point. For economical composition, it’s 
available with italic and small caps on two letter 
matrices. 

We'll be happy to send you a specimen book which 
gives you a complete showing of Primer in all sizes. 
Just drop a card to the address below. 


treet, Brooklyn 5,N.Y.( ¢ LINOTYPE « 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 


LEADERS H P 


. . for more details circle 620, page 133 
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see and compare 


the new CLARENDON type by BAUER 


FORTUNE 


an extended type to meet modern needs 


range Light, Bold, and Extrabold to fit your every 
need; available from stock in 18, 24, 30, 
and 36 point. The complete size range of 


all three series will be from 8 to 84 point. 


legibility broad, graceful serifs add character 


and distinctiveness for easy reading. 


uniformity each letter master-crafted, individ- 


ual uniformity for easy setting, easy make-up. 


by Bauer backed by the integrity and experience 


of over 100 years in the manufacturing of 


fine types. 


For complete specimens, see your nearest Bauer 
dealer or write on your letterhead to: 


BAUER Alphabets, Inc. 


235-247 EAST 45th STREET, NEW YORK 17, N. Y., VA. 6-1263-4 
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$8 To start getting your share of 


Advertising 
Requirements 


sales power in the $3 billion 
advertising-production-merchandising 
market, call your AR representative today. 


Advertising Requirements, 200 E. Illinois St., Chicago 
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Washington Square, Philadelphia. 
The judges are given stacks of blue 
cards. They walk along the rows of 
newspapers, dropping a blue card on 
any newspaper which they feel de- 
serves further study. 

Newspapers minus blue cards are 
removed. The rows are then rear- 
ranged, and the process continues 
until perhaps 20 papers are left in 
each class. 

Up until this point, decisions are 
made only on the basis of front 
pages. The surviving newspapers are 
then taken by the judges to a con- 
ference room, where each paper is 
thoroughly examined. The second 
and third pages, the editorial page, 
feature pages and other sections car- 
rying a large volume of editorial 
material are studied closely. Entries 
are then discussed until agreement 
is reached. 


> Responsibility for the competition 
is divided among several Ayer de- 
partments: 

e Physical arrangements are under 
the direction of Harry Susemihl, 
head of Ayer’s printing department. 
A total of 12 persons is assigned to 
handle the physical aspects. 

e Original announcements and pub- 
licity are the responsibility of Rich- 
ard Powell, vice-president in charge 
of information services. 

e All entries are received and classi- 
fied by the Ayer Directory depart- 
ment. 

e Mailing of all announcements, ap- 
plications, etc., is handled by the 
mail and supply bureau. 

e The exhibition in the Ayer gallery 
and similar details are supervised by 
the art department. 


> Over the years, the Ayer compe- 
tition has gained in stature as one 
of the most important contests of its 
type. Not only is it recognized as a 
well-run affair, but it has played a 
definite role in promoting better 
newspaper typography. 

In 1954, after the winner of the 
annual Francis Wayland Ayer Cup 
for excellence in newspaper typog- 
raphy was announced, the New York 
Herald Tribune editorialized: “The 
competition conducted annually by 
N. W. Ayer & Son deals with an 
aspect of newspaper publishing 
which has received increasing atten- 
tion during the 24 years that the 
contest has been held. It has been a 
genuine stimulant toward making 
newspapers more attractive and 
easier to read—thus enabling the 
press to fulfill its responsibility of 
keeping the public informed.” 

This year was the 25th consecutive 
year for this contest, unique in the 
annals of publishing. 

It actually began in April, 1931. 
At that time judges began studying 
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pie ee typography » YOU Cah do many 


things surpassing|\ well with Monotype” 


“In selling to doctors and druggists,”’ says Warren Blair, art 
director, Smith, Kline & French Laboratories, Philadelphia, 
‘“‘we are dealing with a knowledgeable, highly critical group. 
In our great variety and quantity of pharmaceutical literature, 
We try to match the perfectionism and professional restraint of 


our readers. We are able to obtain maximum flexibility and 


legibility without sacrificing dignity, poise or artistic balance. 


LANSTON MONOTYPE MACHINE COMPANY 


Twenty-fourth and Locust Streets, Philadelphia 3, Pennsylvania 
Offices in principal cities; also 


represented b 14. E. Heinsohn, Inc. 
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‘*These are the reasons we consistently specify Monotype ® 
Type Faces and materials, We've found that in typography, 


you can do many things surpassingly well with Monotype.”’ 


Hundreds of art directors and type specihers feel the same 
way about the character of typography made possible with the 
Lanston Monotype System of typesetting. And many of these 
would include speed and flexibility in their list of reasons for 
consistently specifving Monotype. 


These are just some of 


the reasons why you should write for tvpe face information. 


This ad rts ent 1 set. in Perpetu », a “fl lott’ p [ pr hace 


DEDSGhE 


September 1955 are 





is your type a a good 


IMPRESS 


SION 


To be successful your type must make two good 


impressions 


first on paper 


second on your pros- 


pects. Be sure of both with Service Typographers 
where every phase of the typesetting art is handled 


by experts from accurate keyboard setting to per- 


fect etch proofs. Make a better selling impression 


on your next ad or printed piece—call Service 


Typographers—and see the difference. 


} 7 a 
where sy 


(Body set in 10 point Cheltenham Wide, No. 164]) 


SERVICE aaatelel Tat Tt tot 


INC. 


CHICAGO 7, 


faa S. WECLS STREET 
Le 


HARRISON 7-8560 
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ii 
Type 
are 


covers 173 
ATF Type 
Faces and 
1,246 
Ornaments 
and 
Accessories 


This 180-page book shows you the 
type which can add sparkle and inter- 
est to your layout, save expensive hand 
lettering costs...obtain unusual effects. 
Send $5 by check or money order for 
your Copy to: 1.4.27B 


AMERICAN 
TYPE FOUNDERS 
a subsidiary of 
Daystrom, Inc. 
200 Elmora Avenue 
Elizabeth, New Jersey 


Type faces shown are: Dom ( acual; 
Gothic Condensed No. 529 
Spartan Heavy; Bulmer. 


. for more details circle 555, page 133 


130 ¢ ar ¢ September 1955 


(SHABERULE 


Visual COPY-CASTER 
shows type specimens —keyed 
for instant copy-fitting! 


Artists, ad-men, copywriters get new con- 
venience, speed, accuracy for your job! Now 
Haberule gives you a completely self-con- 
tained copy-fitting tool. It features 29 speci- 
mens of the ‘must’ type faces in caps and 
lower case (6 to 18 pt.) all keyed for instant 
character count. See the type you want 
and fit your copy at the same instant! Over 
800 machine and foundry types are also listed 
in all sizes to 18 point. Beautifully printed 
in 2 colors, plastic bound 
with handsome silver- 
embossed covers 

Complete with yellow Viny- 
lite type gauge. 


MONEY-BACK GUARANTEE 
At art supply stores 7 50 


or direct, only 


The HABERULE CO. 
Box R-245 « 


ne 


wy 
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NEW FACES OF 1955 


**BULLARD’'S ALPHABETS" 
NEW BOOK IS AD MAN'S PERFECT TOOL 
536 12x9 loose leaf pages, 2200 type fonts, complete 
alphabets 4 to 144 pt., Lino, Mono, Ludlow, Foundry, 
@ photo-lettering, etc. Write Dept. AR for FREE booklet 


e HOWARD O. BULLARD, ~iNC- 
TYP OGRAPHER 

$ 150 VARICK ST.,NEW YORK 13,N.Y.> AL 5-1770 8 
seccccccccccccce coccccceceooo‘escees 
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Wilton, Conn. 





more than 1,500 American daily 
newspapers. All the issues were 
dated March 4. 


> Purpose of the Exhibition of News- 
paper Typography was to focus at- 
tention on the best typography 
among English-language dailies in 
the U. S. At that time the New York 
Herald Tribune won the F. Wayland 
Ayer Cup, just as it did this year 
over 867 other English-language 
daily newspapers. 

Within a few years, the American 
penchant for contests overwhelmed 
the Ayer agency and the exhibition 
soon became known as a contest. 
The judges, too, began to consider 
other factors in addition to typog- 
raphy: make-up, use of photographs, 
printing, and in fact everything that 
goes into the physical appearance of 
newspapers. 

For the first two years only the 
Ayer Cup was presented. Then in 
1933, to give both large and small 
circulation newspapers more equal 
chances, entries were divided into 
newspapers of 10,000 to 50,000 circu- 
lation, newspapers of more than 
50,000 circulation, and newspapers 
of less than 10,000 circulation. Six 
years later a tabloid segment was 


added. 


>In this year’s competition judges 
noted clear printing and ease of 
reading, balance and harmony of the 
elements on a page, a limited number 
of points of top interest on front 
pages, good selection and reproduc- 
tion of photos, and the treatment of 
pages as a unit of design. 

Nearly all the newspapers in the 
contest used either Bodoni or sans 
serif typefaces. Simplified headlines 
and flush-left heads have become 
permanent features of newspaper 
typography, according to the judges. 
Increasing use of white space around 
headlines was noted, plus a halt in 
the trend towards dropping column 
rules (which started several years 
ago). 

One need for the future: more 
individuality. 44 


CURDEREEOEEOROECEOOESOCECRGCCGOSOOECRGOEURCUCRCCRCHCCEOECDGCCRCeReeeORRCEOES 


“Okay, they're all seasoned advertising 
men, but if they should get out of forma- 
tion I'll give you a 5% rebate!”’ 





Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


Advertising Services 


FREE SAMPLE— Yours to use without cost. 
Create sparkling layouts for all printed 
matter with scissors and paste-pot. The 
Brand New Clipper—new in size, format, 
features, content, color techniques, ideas. 
Get sensational introductory offer. No obli- 
gation — no salesmen. Address Multi-Ad 
Services, Inc., Box 806G, Peoria, Illinois. 


“RED HOT “Advertising 


Wee Aum Lt tae ie aa rn 
A) 


Box 9083, Long 
Beach 10, Calif. 
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Hand-Lettering 


HAND-LETTERING FROM FILM 


$1 a word—all styles. No minimum, 
no “extras.” Glossy print for repro- 
duction. 24 hour service—delivery 
anywhere in USA. Order from Style 
Book AR free on request. 


RAPID TYPOGRAPHERS, INC. 
305 East 46, New York 17 ¢ MU 8-2445 
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Displays 


Spend less dollars 
to get it there— 
less hours to get it 
up and down— 
more selling time 
with Showgoers 
attracted by Capex 
PREFABS’ smart 
good looks. Over 
1200 satisfied 
exhibitors have 
taken that prescrip- 
tion—better try it! 


exhibits 


Send for free ‘‘Idea-Starter’’ Design Portfolio 


Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 
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Executive Gifts 


OARS UCT 
NEW and EXCITING ! 


aa eA 
Volume Giving. 
For Complete Details 
hm mie ls 


Company Letterhead 


CENTRAL STATES SPECIALTIES, INC. 
549 W, WASHINGTON ST, * CHICAGO, ILL. 
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Trophies, Prizes 


@ GOLF-BOWLING TROPHIES & CUPS 
@ GIFTS-PRIZES @ INCENTIVE AWARDS 


Our 34 years of experience in this field along 
with our personalized service assures you of com- 
plete satisfaction. Write for Free brochure showing 
our complete line. Dept. AR 


32 W. RANDOLPH ST. 
CHICAGO 1, “ILL. 
STATE 2~- 2318 
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Engravings 


SUPERB AD 
ENGRAVINGS 


AT SUBSTANTIAL 
SAVINGS... 


STAFFORD 
ENGRAVING CO., Inc. 


INDIANAPOLIS, IND. 


1 +2» 3and 4 COLOR PLATES 
FINEST GUARANTEED QUALITY 


61st.YR. 


CL ini ama mink) 
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An Ad in AR Makes « DUFFERENGE | 


In answer to a recent Advertising Requirements’ questionnaire, four out of every 
five subscribers answering said they already were, or planned to be, customers 
of one or more products they had seen advertised in AR. 


Considering that AR’s monthly following includes some 13,000 Advertising Man- 
agers, over 5,450 advertising Agencies, and 1900 media executives, you see why 
southbound sales curves on advertising products and services just naturally head 
northward when advertising management takes interest. 


Why not give your sales curve an extra boost by starting 
a campaign in the next issue of AR? It pays. 


ar 
e Advertising Requirements 
PRODUCTION x PROMOTION «x MERCHANDISING 


Published by the publishers of Advertising Age and Industrial Marketing 


200 E. ILLINOIS ST. ° 


CHICAGO 11, ILL. 
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advertisers 


SECCERORECEECECCEERARORRERCEROERERORROERRROEREREREC RRR R RECA eR eee eeeteeeteeeeeeneres 
Readers 
Service 
Number 


Advertiser 


CUPOCOOCEOECOEEEOEREEREOECEUSDOUCEOORECOREORERERORECEOERRCROROGHGETORROROCT STC ROR R eRe tOceeeeeeeeeeeeneeneES 


Advertisers Publishing C 
Advertising Trades Institute, | 
Allison Mailing Lists Inc 
American Decalcomania C 
Amer in Mail Advertising 
Amer ar Neckwear Mf 4 

/ can Type Founder 
Appleton Coated Paper Company, The 
t tz b h4 

Bassett C w.E 

Bauer Alphabet inc 

Beckett Paper Company, The 
Belford C Inc 

Black Box Collotype Studios, Ir 
B ne Chose 

Brand Advertising 

Brown GE Arthu 

Brownvy € Paper Cc 

Buffa Photo Company 
Bullard, Inc., Howard O 


Burrelle’s Press Clipping Bureau 
Burwood Products Co 

Cantine Company, The Marti: 
Capex Company, Inc., The 
Central States Specialties, Inc 
Chase Bag Company 

Chicago Cardboard Company 
Chromax Corporation 
Cincinnati Pencil Company 
Clement Co., J}. W 

Collins, Miller G Hutchings, Inc 
Colorfax Laboratories 

Coxhead Corporation, Ralph C 
Craftint Manufacturing Co., The 
Crocker Co., Inc., H. S 
Cupples-Hesse Corporation 
Curtiss Paper Company 
Delicata Importing Co 

Dot Engravers, Inc 

Du-Plex Onvelope Corporaticn 
Durable Rubber Products Co 
Eastern Corporation 

Eastman Kodak Company 
Einson-Freeman Co., Inc 

Engel, Inc., J}. A 

Enterprise Photos 

Eureka Specialty Printing Company 
Exhibit Management Associates 
Falulah Paper Company 
Fastener Corporation 

Filmack Studios 

Filmotype Corp 

Fragrance Process Company 

Gair Company, Inc., Robert 
General Exhibits G Displays Inc 
General Outdoor Advertising Co 
Gilbert Paper Company 

Goodren Products Corp 

Grace Sign G Mfg. Co 

Graphic Arts Corporation of Ohi 
Graphic Systems 

Haberule Co., The 

Hankscraft Company, The 
Hansen Mfg. Co., Inc 

Harvale Co., G. S 

Hastings G Co., Inc 

Hollywood Banners 

Hutcheson Studios 


International Color Gravure, Inc 


Kaufmann Mat G Stereotype Co., The 


Keller Co., D. F 

Kleen-Stik Products, Inc 

Lacey Corp., Merritt 

Lane Co., Edwin W 

Lanston Monotype Machine Company 
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The “key number” preceding the name of each advertiser listed below 


corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 





Page 


76 
109 
46 
84 
46 
72 
130 
45 
82 
73 
128 
23-24 
82 
86 
76 
131 
113 
102 
92 
130 
54 
53 
105 
131 
131 
71 
90 
84 
76 
17 
99 
90 
28 
30 
84 
47 
106 
70 
94 
46 
28 
103 
89 
14-15 
88 
90 
13 
109 
56 
72 
113 
10 
25 
27 
Inside Back Cover 
20 
8 
25 
22 
96 
121 
130 
63 
64 
68 
52 
6, 62, 109 
81 
19 
97 
85 
18 
90 
131 
129 


the index. The same numbers appear at the bottom of the advertisements. 
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Readers’ 


Service 
Number 


616 
617 
618 
630 
619 
620 
621 
622 
674 
629 
623 
624 
625 
626 
628 
631 
632 
633 


634 
636 
627 
635 
638 
640 
637 
645 
641 
642 
639 
644 
675 
649 
650 
648 
647 
651 
652 
653 
673 
656 
657 
658 
659 
660 
661 
662 
663 
664 
654 
666 
655 
646 


665 
667 


672 
669 
668 
670 
671 
676 
677 
678 
679 
680 


681 
682 
683 


MII 


Advertiser Page 


Letter Shop, The 62 
Letter Shop Inc., The 49 
Lustour Corporation 41 
Magill-Weinsheimer Company 61 
Major Photo Co 90 
McGrath and Associates, Thomas F 99 
Mergenthaler Linotype Co 127 
Metal Arts Company 75 
Meyercord Co., The 60 
Middle West Display & Sales Co 110 
Mille Lacs Maple Products Co 72 
Millers Falls Paper C« 102 
Milprint, Inc 11 
Monet Company, The 90 
Monsen-Chicago 122 
Moss G Co., M. £ 75 
Multi-Ad Services 131 
Nappe-Smith Manufacturing Co Back Cover 
National Flag G Display Co 53 
Naz-Dar Company 82 
Neenah Paper Company ane 104 
New York G Pennsylvania Co 29 
Northwestern Photo Engraving Co 96 
Ohio Advertising Display Co 55 
Omega 77 
Oxford Paper Co 100 
Paper-Mate Eastern, Inc Inside Front Cover 
Perfo Mat G Rubber Company 55 
Picture Recording Company 121 
Pioneer Rubber Company, The 74 
Pontiac Engraving and Electrotype Co + 
Popper G Co., Wm. C 81 
Pratt Poster Co., The 54 
Publishers Book Bindery, Inc 46 
Radiant Color Co 49 
Rapid Copy Service, Inc 88 
Rapid Electrotype Company, The 95 
Rapid Typographers, Inc 131 
RCA Victor Custom Record Sales 74 
Reilly Electrotype Company 32 
Remington Rand Inc 9 
Robertson Sign Co 54 
Salvage Advertising, Pete 62 
Screen Process Printing Assoc. International 64 
Sersen’s Imprinting, Inc 84 
Service Bindery Co., Inc 83 
Service Typographers, Inc 130 
Sheraton Hotels 110 
Shorecolor, Inc. 6 
Sloves Mechanical Binding Co., Inc 82 
St. Regis Paper Company 1 
Stafford Engraving Co. a - , 131 
Standard Printing Co 80 
Standard Thermometer 68 
Sterling Guild of America 71 
Stock Yards Packing Co., Inc 69 
Strathmore Paper Co 26 
Switzer Bros., Inc 5 
Switzer Bros., Inc. 78 
Tarshis Associates, Arthur 74 
Tension Envelope Corporation 48 
Texlite, Inc 55 
Thayer G Chandler 90 
Thilmany Pulp G Paper Company 21 
Transilwrap Co. 60 
Uliman Co., Inc., The 2 
Underwood G Underwood 91 
Union Rubber G Asbestos Co 92 
United States Printing and Lithograph Co 59 
Volk, Jr. Art Studio, Harry 91 
Warren Company, S. D 7 
Warwick Typographers, Inc 125 
West-Dempster Co 20 
Zippo Manufacturing Co 67 








501/Circle on Readers’ Service Card 
Advance Showing of Fortune 

. . » detailed folder announcing its latest 
typeface, Fortune, is available from Bauer 
Alphabets Inc. Fortune is a modern ver- 
sion of Old Clarendon. (Page 124) 


502/Circle on Readers’ Service Card 
Folder on Craw Claredon 

. . new typeface, Craw Clarendon, is de- 
scribed in a folder by American Type 
Founders. (Page 124) 


503/Circle on Readers’ Service Card 
3-D Sign Kit 

. samples and details of a complete 
sign-making kit for creating changeable 
messages are available from Hernard Mfg. 
Co. Kit consists of a permanent storage 
cabinet containing assorted fonts of letters 
and numerals. (Page 53) 


504/Circle on Readers’ Service Card 
Custom-Designed Miniature Figurines 

. .. details of miniature figurines repre- 
senting product name, company trademark 
or identification are available from Sebas- 
tian Studio Inc. (Page 54) 


505/Circle on Readers’ Service Card 
Artype Catalog 

. ».» 1955 amniversary catalog containing 
information on hand-lettering, typefaces, 
numbers, lettering and arrows, lines, rules, 
borders and symbols is available from 
Artype Inc. (Page 91) 


506/Circle on Readers’ Service Card 

New Kodak Folder 

. . » 4page folder describing Tramslite en- 
larging paper and Tramnslite film for produc- 
ing translucent photographs is available 
from Eastman Kodak Co. (Page 91) 


507/Circle on Readers’ Service Card 
Copy Photo Price List 
. @ brochure of prices for copy photo 
graphs from negatives and prints is avail- 
able from Buffalo Photo Copy Co. Prices for 
postcards, blow-ups, four-color reproduction, 
transparencies and binders are included. 
(Page 91) 


508/Circle on Readers’ Service Card 

How To Make The Most Of It 

. - - book gives practical information on 
promoting anniversaries with special at- 
tention to seals, tags and labels, explains 
how slogans, advertising, packaging, dis- 
plays, publicity, catalogs, and correspond- 
ence can all be tied-in to an anniversary 
promotion. (Page 99) 


reecemineiete 


Use these return cards 
for publications 
mentioned on this page 
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Requirements 


% Send for these helpful selling tools 


509/Circle on Readers’ Service Card 
Ideas on Bristols 

. . . Linton Brothers & Co. offers two speci- 
men kits of ideas on the use of Bristols for 
attracting attention in many types of busi- 
nesses. (Page 106) 


510/Circle on Readers’ Service Card 
Waterproof Paper 

- samples and information about Aqua- 
pello waterproof paper are available from 
Hobart Paper Co. Stock is treated with a 
waterproofing additive that eliminates the 
need for varnishing. (Page 106) 


511/Circle on Readers’ Service Card 
Stick-On Badges 
- samples and details of E-Z Stick-On 
Identification Badges made of cardboard 
with a special adhesive backing that ad- 
heres to cloth without damage and can be 
removed and reapplied many times. 
(Page 109) 
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512/Circle on Readers’ Service Card 
Schedules of Shows 

. . . details on list of shows and exhibits 
compiled by Exhibitors Advisory Council 
Inc. (Page 110) 


513/Circle on Readers’ Service Card 

Lightweight Exhibit Units 

... packet describing stock lightweight 

exhibit units by Functional Display Inc. 

Units are designed for standard exhibit 

booths, are easy to set up and dismantle. 
(Page 110) 


514/Circle on Readers’ Service Card 

Why Loose-Leaf? 

... folder by Heinn Co. explains how 
loose-leaf books can increase efficiency of 
salesmen and dealers and reduce sales 
costs. (Page 118) 


515/Circle on Readers’ Service Card 
Market Data Chart Board 
. . . details of Chart-Pak kit enabling ama- 


* Please print or type information below 
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Products__...—s 
__ City & Zone__ 
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¥% Send for these helpful selling tools 
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teurs to prepare charts and graphs quickly. 
Information on flow charts, plant and office 
layouts, schematics and planning aids is 
contained in kit. (Page 121) 


516/Circle on Readers’ Service Card 
Cello-Tak Catalog 
. . « catalog containing 22 new styles of 
paste-up hand-lettering alphabets is avail- 
able from Cello-Tak Lettering Corp. 

(Page 125) 


517/Circle on Readers’ Service Card 
Inserting and Mailing Machine 

. . » “How Small Can A Mailer Be,” folder 
published by Inserting & Mailing Machine 
Co., tells the story of hand method and 
mechanized mailing fulfillment. (Page 47) 


518/Circle on Readers’ Service Card 

New Adtomic Motor 

. . » brochure containing information about 
Adtomic, a tiny display motor that creates 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 





Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 
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an illusion of mystery, and information on 
special animations. (Page 60) 


519/Circle on Readers’ Service Card 
Lightweight Display Motor 

. . - leaflet describes new display motor 
designed by American Display Co. Motor 
is equipped with a neoprene belt drive 
with a specially-designed nylon drive gear 
and operates on 115-volt A.C. (Page 60) 


520/Circle on Readers’ Service Card 
Quettes Face Cloth 

. . - details on Quettes Solitaire, a bon-bon 
pellet that opens up into an 11x11” scented 
face cloth when dipped in water. Adver- 
tiser's name and message can be imprinted 
on small card tucked in the packaged 
Solitaire. (Page 77) 


521/Circle on Readers’ Service Card 
Midget Cars 
. . . details of midget racing cars are de- 
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items mentioned in editorial columns: 501 502 503 504 505 506 507 508 509 510 
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612 613 614 615 616 617 618 619 620 
632 633 634 635 636 637 638 639 640 
652 653 654 655 656 657 658 659 660 
672 673 674 675 676 677 678 679 680 


























* Note: Inquiries for items listed not serviced beyond December 15, 1955 








scribed in a brochure issued by Dreyer 
Racing Equipment Co. as a promotion item 
for amusement parks, carnivals, fairs, give- 
aways. (Page 77) 


522/Circle on Readers’ Service Card 
Personalized Stationery 

. . - details on packaged personalized sta- 
tionery for premium use by Elmira Card 
Co. (Page 77) 


523/Circle on Readers’ Service Card 

Silk Screen Directory 

. . » directory of Chicago silk screen print- 
ers contains names, addresses and phone 
numbers of 59 firms. (Page 81) 


524/Circle on Readers’ Service Card 
Naz-Dar Catalog 

- - - plastic bound catalog of screen-process 
printing information is available from Naz- 
Dar Co. Contains 60 pages of full illustra- 
tions of inks, reducers, varnishes, printing 
units, etc. (Page 81) 


525/Circle on Readers’ Service Card 
Attention Starts the Sale 

. . - booklet listing services of Schmidt 
Lithograph Co., describes functions of vari- 
ous departments and plants throughout the 
country. (Page 81) 


526/Circle on Readers’ Service Card 
Snap-i-Set Forms 

. . . brochure on Snap-i-Set forms for dupli- 
cate copies is available from Cullom & 
Ghertner Co. Snap-i-Set is designed to cut 
down work of typists who use many 
carbons. (Page 82) 


527/Circle on Readers’ Service Card 
Action Cards 

. + folder describing Action Business 
Cards for promoting sales and products in 
all types of businesses. Six types are avail- 
able. (Page 83) 


528/Circle on Readers’ Service Card 
‘Evertuf’ Portfolio 

- - - information on ‘Evertuf’ line of sales 
presentation folders, kits, advertising wal- 
lets is contained in a folder by Expanding 
Envelope & Folder Corp. (Page 83) 
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Flexible 10’ or 20’ booth 
exhibit for Oneida Lid. Has 
abundont lighting; peg- 
board background permits 
easy change of silverware 
patterns. Counters designed 
for tray storage. 
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how to get lg 
BIG RESULTS 
from 
small 
booth 
exhibits 













Company's first exhibit, in 
single booth, featured large 
photo blowup of one prod- 
uct showing cross section of 
exclusive ‘Dri-Tank” with 
flashing copy signs to stop 
plumbers. Results: “Highly 
successful”. 


SD 
QO eneral exhibits and displays ine. 


fmm? 100 N. RACINE AVE. - CHICAGO 14, ILL. 
‘.. < PHONE: EAstgate 7-0100 




















Maine Sardines did out- 
standing selling job with this 
20’ exhibit. Striking design 
— Kodachrome transpar- 
encies of economy-profit 
dishes and tasty samples did 
it. 


It takes proportionately more effort 
and more skill to create an effec- 
tive exhibit for a single or double 
booth space than for a 30, 40 or C 
100 foot booth—one that can 

compete for attention successfully 7, ee 
against the big space exhibit and 
do a sound, result producing job. 


But it can be done—and at mod- ) & 


erate cost. We'll gladly prove it— 


“) ALWAYS CALL GOOD-ALL 


just write or call 











Header signs project, with 
lights behind. Name “Good- 
All” flashes on and off. Dif- 
ferent type capacitors 
mounted on colored, circular 
pegboord discs, inter- 
changeable, and easily re- 
placeable. 
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Large Plaid Picnic Bax 


uw 
uw 
° 
he 
a 
a 
wo 
5 
3 
wa 
e 


Some like it hot ... Some like it cold 


TRADEMARKS, 


but everybody likes it 


Pp 
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in a Nappy Thermo-Keep Bag 


Here’s a gift that looks as good as it is! Your customers will use a Nappy B 


FRMO-KE 


TH 


in the winter to keep ice cubes fresh at parties, and they'll use it in the sum 


keep food and beverages hot or cold on picnics. Made of seamless, leakproof 


Koroseal with double-thick Fiberglas insulation, a 


GLAS ANC 
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Nappy Bag will keep the memory of your s A a 
thoughtfulness fresh for years. eh 
’ oN 


SEAL, FIBE 


KORO 


NAPPY BAGS ARE AVAILABLE IN THE FOLLOWING STANDARD MODELS: 


(in plaids and a wide variety of solid colors) 


Formula Bag y —_ 


13%2x10!2x4 we Shopping Bag Lunch Bag Picnic Bag Large Picnic Bag. 


Giant Picnic Bag 
182x152 10x 5%x5'% 13x9x5'2 16x10x6 


16x11x8 


for quantity prices and samples write ) NAPPE-SMITH MANUFACTURING CO., FARMINGDALE, N. J. 





